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GF blends colortul metal furniture with 


This bold new concept of GF planned 
color blends the smartness of colorful 
metal office furniture with any sur- 
roundings, modern or traditional. Yes, 
even with rich, dark wood paneling . . . 
an idea sometimes thought impossible! 


With GF planned color, you, too, can 
use any of dozens of pleasing color 
combinations to create an office atmos- 
phere that will increase its livable- 
with your 
customers, clients and your own 


ness and your prestige... 


employees as well. 


The desks shown above are the famous 
GF Executive Mode-Makers finished 


in Autumn Haze, with Mist-Green 
Textolite tops. Each swivel chair is 
a Goodform Comfort Master De Luxe, 
adjusted to the user’s individual needs 
for complete working comfort. Visitors’ 
chairs, too, are designed for luxurious 
ease. All chairs are aluminum, finished 
in bronze-gold, one of several rich 
colors now available—anodized deep in- 
to the light yet sturdy aluminum frames. 


Expensive looking, yes . . . but expen- 
sive, no! The lifetime cost of GF metal 
furniture makes it an economical in- 
vestment. For full information about 


GF’s sensational planned color through 


GF metal business furniture is a good investment 


(Cirele 223 for more information) 





COLOR IN THE BANK. See how this bank—The Equitable 
Security Trust Co., Wilmington, Del. — transformed their office into 
a show place to be proud of. 


through GF color planning 


~egren s 


rich wood paneling 


color-in-metal office furniture, see your 
local GF deaier. Or write today to 
The General Fireproofing Company, 


Department M-46, Youngstown 1, Ohio. 
© GF Co. 1955 
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FIREPROOFING 


Foremost in Metal Business Furniture 


MODE-MAKER DESKS « GOODFORM 
ALUMINUM CHAIRS ¢ SUPER-FILER 
MECHANIZED FILING EQUIPMENT « 
GF ADJUSTABLE STEEL SHELVING 
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Policy re manuscripts: The ob;ect of MANAGE- 
MENT METHODS is to offer "practical solutions to f 
management's problems."' For that reason we never 
highlight a problem without offering at least a | 
partial solution or a recommended course of 
action, Whenever possible, we like to offer the 
reader something he can do right now to correct 
a procedure or solve a problem in his business. 

Much of our editorial material comes from busi- 
ness and management specialists as well as from 
active businessmen at all levels of management. 

Most articles employ case histories. An article 
may be based on « single case history or can be 
built around a group of related case histories. We 
like to mention the name of the user company 


involved in each case history. 


We endeavor to return all manuscripts. How- 
ever, we assume no responsibility for material not 
specially requested by us. 
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THE FILMSORT 


EXECUTIVE READER 


NOW 
AVAILABLE 
TO 
INDUSTRY! 








THE MICROFILM READER 
that can become 

as important to you as 
your telephone! 














ONLY TWICE the size of your tele- 
phone— much less expensive than your 
secretary’s typewriter—the new Film- 
sort Executive reader should become 
an integral part of your office. 

The Executive is used extensively 
throughout the Armed Services and 
was Originally designed at their re- 
quest for fast and simple reference to 
active microfilmed records. Engineered 


with 12 times magnification, the Ex- 
ecutive reader reproduces a full frame 
of 16mm film on the 6 x 8” screen. Even 
engineering drawings can be scanned. 

Designed specifically for use with all 
Filmsort Aperture cards, the Executive 
reader marks another step forward 
toward the practical use of microfilm 
in day-to-day applications throughout 
business and industry. 

(Circle 222 for more information) 
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The Tickometer offers 
food and drug product 
manufacturers an easier, 
less expensive, unobtrusive 
way to date or code their 
product labels or cartons. 


Now you can count 


and “rubber stamp” 


Wu EN a single, electrically operated 
Tickometer will do the work of eight to ten 
people, why not get a Tickometer to do all your 
counting and/or coding jobs...coupons, slips, 
labels, cards, tickets, checks, tags, etc.? 

The Tickometer is not only amazingly fast 
(counts and marks all kinds of paper forms at 


at 1,000 a minute! 


speeds up to 1,000 per minute), but it’s so accurate, 


banks use it daily to count currency! 


It feeds and stacks automatically, stops for 
damaged or irregular items, records both full and 


partial runs. Saves time and money wherever paper 


items have to be counted and / or marked. 


The Tickometer can also be equipped to code, date 


or otherwise imprint product labels and cartons 


for identification and quality control. 


The Tickometer can be rented or purchased. 
Easy to use, it does not require trained operators. 
And PB service is available from 259 service 
points, coast-to-coast. Ask the nearest PB office 
for a demonstration. Or send the coupon for a free 
illustrated booklet and a folder of case studies. 


== PITNEY-BOWES 


Tickometer 


' 

i leeninedl 
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PITNEY-BOWES, INC. 

4535 Walnut Street 

Stamford, Conn. 

|_| Send free illustrated booklet 
|_| Send free case studies 
Name 

Address 


ee 


EE LS EE a ae 
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Counting, Imprinting Machine 


Made by the originators of the postage meter 
... Offices in 94 cities in U.S. and Canada. 
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ELECTRONIC BRIEFS WORTH REPEATING 


Corporation presidents and 
automation 


“Corporation presidents have to 
realize that automation is not ap- 
plicable to all manufacturing and 
processing plants without due con- 
siderations of economic factors. It 
cannot be put to work on produc- 
tion lines on a_ piecemeal basis. 
One cannot introduce a piece of a 
system here, or a_ shelf-purchased 
item there. What is of paramount 
importance, as far as top executives 
are concerned, is that close atten- 
tion must be given, in any consid- 
eration of automation, to a strong 
operations research approach, in- 
cluding an extensive system aualy- 
ae 
“Probably because computers are 
so far advanced today, the corpo- 
ration president is likely to find 
that present applications of auto- 
mation are best exemplified in the 
office, in the data handling aspects 
of today’s industry. Here we have 
a new way of processing and _ pre- 
senting information rapidly. ‘The 
problem is one of materials han- 
dling, not merely a new way to 
sort the same number of papers o1 
cards. 

“Here again it must be under- 
stood that the president cannot 
simply buy a computer, irrespec- 
tive of its cost, and merely have the 
salesman plug it in. An elaborate 
study becomes essential. The presi- 
dent will wisely turn to the opera- 
tions research or systems analysis 
approach previously mentioned, in 
order to fit the computer, irrespec- 
tive of size or cost, into the prob- 
lem being solved... .” 

HENRY BLACKSTONE, President of 
the Servo Corporation of America, 
and DR. CHARLES N. KIMBALL, Presi- 
dent, Midwest Research Institute. 


Computer to watch inventory 
Nuclear Development Associates, 
Inc., White Plains engineering firm, 
is building an electronic "brain" to 
watch over 35,000 inventory items in 
the stockroom of the Otis Elevator 
Company, Yonkers. 

The machine will cost more than 
$200,000 to design, build, test, and 
install. The manufacturer estimates it 
will save the company $120,000 an- 
nually in controlling the $10 million in- 
ventory it carries to build and service 
elevators in its worldwide operations. 

The massive inventory is required 
because no two elevators are alike 
and Otis is prepared to service and 
maintain any elevator it has ever in- 
stalled. This includes more than half 
of the elevators in the world. 

Otis carries more than 70,000 in- 
ventory items but about half were 
eliminated from the automatic con- 
trol system for reasons of low turn- 
over or low cost. 

Ten typists will feed about 20,000 
items of information into the com- 
puting machine daily. The informa- 
tion will be punched on a tape simi- 
lar to that used by teletype ma- 
chines, from which it will be fed onto 
a magnetic tape which will store the 
information. 

OSSINING CITIZEN REGISTER 


Automation explained to 
employees 


The Adventures of Ripp Vann 
Twinkle, a 16-page booklet on 
automation, explains in easy-to- 
understand words and_ pictures 
that automation is nothing new. 
It merely means Increased Indus- 
trial Productivity, and has been 
around and in use in some form 
for centuries, even though the word 


methods 





itself is new to many people. The 
booklet helps an employee see the 
importance of automation to his 
company in keeping up with, and 
ahead of, competition, to insure 
his job and the future of his par- 
ticular company. 

Author Mike Denyes concludes: 
“Call it AUTOMATION if you 
will. By any name, Increased In- 
dustrial Productivity has always 
meant more jobs, better jobs, higher 
wages, and a higher standard of 
living for every working Amer- 
ican.” 

For sample copy and prices, 
circle number 392 on the Reader 
Service Card. 


Electronics and job evaluation 


"The introduction of automation 
means a shift in the functional divi- 
sion of labor. Automation implies a 
reduction in the direct labor force 
and an increase in the indirect force 
— in other words, the number of 
specialists required for repair and 
maintenance. 

"While automation does not neces- 
sarily cause a decline in the total of 
employment within an industry, or 
even any firm, it does require retrain- 
ing of individual workers so that they 
may perform the new tasks required. 
Industry must plan ahead for this 
transition — to see that the required 
skills will be available in the proper 
quantity, as well as to ease the 
problem of displacement for indi- 
vidual workers. Changes in outside 
hiring policies can cushion the im- 
pact on the firm's employees of the 
new manpower requirements. 

'"New jobs mean new classifications 
and this in turn implies a changing 
wage structure. Job evaluation plans 
must be made to accommodate the 
new skills and tasks. With the crea- 
tion of new jobs to replace the old, 
problems of job equity arise. Fre- 
quently those workers with the great- 
est seniority are not those who can 
most readily be transferred to the 
new jobs. Advance planning must be 
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Actual Size Flexowriter 


CONTROLS 


CORPORATION 


Edge-Punched Cord 








ind Re 
orders, Invoices, policies 
Iness documents from ed 
matically! At the same 
paper tapes are produced whicl 
business machines for data processing 

Here’s how easy it Is: Operator sele 
and item cards, inserts in Flexowriter 
switch and the Flexowriter produces the 
and by-product: punched tape, with 
selected data automatically! 

This one compact unit edge-punches master ¢ 
by manual typing, or they can be duplicated fron 
existing cards or tape. Tape and cards are complet 
interchangeable. 

The new Programat ic Flexowriter with Edge-Card 
Punch and Reader affords users a means of producing 
data faster, easier and with extreme accurac’ 
There’s real dollar savings for you with this n 


available and in use NOW! 


e e ee ee ee e e e ee ee 
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COMMERCIAL CONTROLS CORPORATION « 1 Leighton Ave., Rochester 2, N. Y. 
Dept. MM-95 
(] Send information about Flexowriters for 





(application) 


[_] Send Free Booklet "How Flexowriters Integrate Data Processing” 


Name __ ETP RTE Oy Position 





Company — 





Address _ 





COY caches State 


Sales and Service offices in principal cities—listed in classified telephone directory. 





(Circle 213 for more information) 





“WE’R 


E SAVING 


$2600 A YEAR 


BY PRACTICING 


office manager 


HERE ARE THE FACTS AND FIGURES: 


“We found that each of our stenogra- 
phers checked the correct spelling or 
use of at least four words per day, 
losing about five minutes each time 
consulting an ‘available’ dictionary 
some place in our office. With 25 
stenographers (at $1.25 per hour), 
our total annual loss was over $2,600! 


“When our office supply dealer 
showed us how we could eliminate 
this loss immediately by equipping 
each girl with her own copy of Web- 
ster’s New Collegiate Dictionary, we 
bought 25 on the spot, What’s more, 
the dictionaries are repaying their cost 
every 3 weeks! And we're getting 
better correspondence, too.” 



















i Mevuam-Websler 


ONE FOR EVERY OFFICE! 






says this 


MORE AND MORE office managers are saving money and improving office 
efficiency by practicing * Strategic Dictionary Placement. Large and small 
companies alike are looking at dictionaries as they would any other essential 
business tool, achieving economies that are saving them their original expendi- 
ture 18 times over each year! 

Strategic Dictionary Placement assures accuracy, too. By equipping every 
executive, secretary, and stenographer with a personal copy of Webster’s New 
Collegiate you minimize the human temptation to guess: your business gains 
the prestige of correctly spelled, precisely written, accurate correspondence. 

Make certain you get the best — genuine Merriam-Websters. Directly 
descended from the original work of Noah Webster, they are kept constantly 
up to date by the famed permanent Merriam-Webster editorial staff. At sta- 
tionery, book, or department stores. 


ONE FOR EVERY DESK! 





Webster’s New Collegiate Dic- 
tionary — a Merriam-Webster — | 


“sj SAY MERRY CHRISTMAS 


with a 
MERRIAM-WEBSTER 


Give customers, business associates, employees 
a handsome desk-size dictionary — Webster's 
New Collegiate. An original, useful gift — in 
perfect taste — a lasting reminder of the giver. 
$5 plain, $6 indexed. De luxe bindings in 
striking gift box designed by Raymond Loewy, 
$7.50 to $12.50. 

For the ultimate in Christmas gifts, select 
Webster’s New International Dictionary, 


should be on the desk of every pls 
stenographer and executive. $6 L AC 
retail, indexed. a . 





~ 


Webster's New International Dic- 
tionary, Second Edition, should 
be in every business office or 
department — wherever there is 
need for extensive general in- 
formation, 


MERRIAM COMPANY 


2, Mass Second Edition. $35 and up. 








(Circle 240 for more information) 
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undertaken to deal with each 

. Lh 
problem of relocation and morale. 
JOHN DIEBOLD, John Diebold & As- 
sociates, Inc., at an NAM confer- 
ence. 


Machine “reads” printed 
numbers 

The prototype of a new electronic 
device which “reads” travelers’ 
checks at the rate of 7,200 an hour 
and automatically punches the in- 
formation into punch cards was 
demonstrated for the first time re- 
cently at The First National City 
Bank of New York by the Bur- 
roughs Corporation. 

The new Burroughs machine is 
designed to automatize final proc- 
essing of the many million Na- 
tional City Bank travelers’ checks 
which are returned for payment 
annually from all over the world. 
It is described as the first workable 
bank equipment to “read” directly 
from a source document without 
the need of human intervention or 
an intermediate coding operation. 

George A. Guerdan, vice presi- 
dent and cashier of The First Na- 
tional City Bank, said that the 
equipment has been undergoing 
field tests at the bank’s Wall Street 
offices. “Test results have been 
gratifying,” he stated. ““The ma- 
chine does the work more than 
eight times faster than previous 
methods permitted. At the same 
time, it has reduced the traditional 
error factor of one per cent in key 
punching to considerably less than 
1/10th of one percent. We are 
confident this new device will go 
a long way toward solving an ex- 
tremely troublesome data _proc- 
essing problem.” 


12,000 mile communications 
network 
Sylvania Electric Products Inc. and 
Western Union Telegraph Company 
are working jointly on a nationwide 
12,000-mile private electronic com- 


methods 
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munication system, linking 51 cities 
with Sylvania's Data Processing Cen- 
ter to be constructed at Camillus, 
N. Y., near Syracuse. 

Leon C. Guest, Jr., Sylvania Con- 
troller, said the company has con- 
tracted with Western Union to pro- 
vide the specialized communications 
facilities which will link Sylvania's 
plants, laboratories, sales offices, 
warehouses, divisional headquarters, 
and executive offices. These various 
installations will feed financial and 
production information via the leased 
Western Union network to the Data 
Processing Center, where the data 
will be immediately summarized for 
corporate and for decentralized man- 
agement. 

The Center will provide centrali- 
zation of data processing functions 
—the gathering, recording, comput- 
ing, and classifying of a wide variety 
of information concerning production 
volume, sales, billing, and many other 
types of business activities—in one 
large facility. The heart of the Cen- 
ter will be a ‘Univac" machine which 
Sylvania will lease. 


Automalic programming offered 


The development of automatic 
programming for the Univac, turn- 
ing months of problem preparation 
time into a matter of minutes, was 
announced recently by John E. 
Parker, vice-president for electronic 
computer sales, Remington Rand 
Division of Sperry Rand Corp. 

The development of automatic 
programming widely expands the 
horizons of computer applications, 
and makes the computer do much 
of the actual work of instructing 
itself, emancipating the mathema- 
tician, scientist, and systems and 
procedures experts from the time- 
consuming task of coding, writing 
and checking programs. 

For further information on any 
of the automatic programs, write 
Remington Rand Division, Sperry 
Rand Corporation, 315 Fourth 
Avenue, New York 10, New York; 
or circle number 388 on the Reade) 
Service Card. 
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Globe-Guard “7000” Line Files equipped with famous Tri-Guard Filing Principle. 


Globe-Guard Files offer the highest standards of 
quality and beauty in every detail of design, con- 
struction and finish. They incorporate every con- 
ceivable feature to make day-to-day filing easier 
and more efficient. Globe-Wernicke’s exclusive 
concealed trigger latch releases the drawer at 
the slightest touch of the hand, and progressive 
ball-bearing roller slides assure smooth drawer 
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you'll find GLOBE-WERNICKE office equipment everywhere ! 


movement. As an optional feature, an automatic 
locking device can be installed to secure all 
drawers simultaneously. All these features and 
many more mean better filing in less floor space 
with lower operating costs. It will pay you to 
consult your Globe-Wernicke dealer about Globe- 
Guard Files. He’s listed in the “Yellow Pages” 
of your phone book. Or write us direct. 


eee See Se © 
 . e” 


CINCINNATI 12, OHIO 





MANUFACTURERS OF THE WORLD’S FINEST OFFICE EQU'PMENT, SYSTEMS, FILING SUPPLIES AND VISIBLE RECORDS 


(Circle 224 for more information) 
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RECEIVABLES FINANCING 


FACTORING 


REDISCOUNTING 


INSTALLMENT FINANCING 


MACHINERY AND 


EQUIPMENT FUNDING 


INVENTORY LOANS 
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CASH... 


THE KEY 

TO SUCCESSFUL 
BUSINESS 
OPERATIONS 


HELLER COMMERCIAL FINANCING PLANS 
CAN BE THE KEY TO YOUR CASH PROBLEMS 


Businesses throughout America are using 
Heller funds in amounts from $50,000 to 
millions to carry inventories, extend credit 
to customers, buy new equipment, modernize 
plants, assure continuing raw material sup- 
plies, and for other cash operations. 


The wide range of Heller commercial financ- 
ing facilities makes cash available in days on 
a continuing basis that expands or contracts 
with operating needs. Through Heller's serv- 
ices, clients often do a volume of business 
completely disproportionate to their own cap- 
ital and as a result increase profits and capital 


swifter than before. 


Today Walter E. Heller & Company advances 
in excess of Six Hundred Million Dollars 
annually to industry, makes only one tax- 
deductible charge for its services, does not 


share in management or profits. 


Heller funds and financial plans are used 
best by companies which need from $50,000 
to several millions, or whose sales volumes 


are in excess of $500,000 per year. 


Learn the facts today. Send for a free copy of 
“Operating Dollars” which illustrates the 
scope of Heller operations with actual case 


histories. 


Walter E. Helier & Co. 


Dept. MM 


Bankers Building, 105 W. Adams St. * Chicago 90, 
Illinois 


New York Office: 10 East 40th Street * New York 16 


(Circle 231 for more information) 
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TEST YOURSELF 


on recent tax court cases 


THE AUTHOR: Benjamin Newman is 


tax attorney specializing in estate 


planning and real estate. He is associated with Koenig and Bachner, New York. 


THE QUESTION 


Does the failure to file a tax return subject the taxpayer to a 


50% civil fraud penalty? 


THE FACTS 


Although Taxpayer had_ received 
taxable income for a long time, he had 
never filed an income tax return. Tax- 
payer was 71 years old when he gave 
his testimony in this case, stating that 
he knew nothing about bookkeeping, 
had never kept business records, and 
had never been told by anyone that he 
had to file an income tax return. He 
had heard of income tax, but thought 
he “wasn’t making any income.” Tax- 
payer did not know he owed tax, and 
had no fraudulent intent to evade tax. 

Taxpayer’s failure to file income tax 
returns was first brought to his atten- 


tion by a telephone call from an In- 
ternal Revenue Agent asking the tax- 
payer to come down to see him. Not 
realizing the importance of the matter, 
Taxpayer said he didn’t have time. 
The agent advised that he better have 
time, and so the taxpayer went. It was 
then determined how much tax was 
owed, and Taxpayer was duly taxed; 
interest was added; a 25% negligence 
penalty was added; and upon this was 
added a 50% fraud penalty. ‘Taxpayer 
objected to the 50% penalty addition, 
and contended that it should not have 
been added to his tax. 


THE RULING 


The facts clearly show that ‘Taxpay- 
er’s dereliction in this case consisted 
only in willful omission and _ passive 
neglect in failing to file income tax re- 
turns. As to both the civil and the 
criminal provisions of the Internal 
Revenue Code, Congress distinguishes 
between the taxpayer who is guilty of 
mere passive failure to pay his tax, and 
the taxpayer who is guilty of an affirma- 
tive attempt or practice of fraud to 
evade such tax. 

The 25% addition to the tax was 


correctly added because taxpayer will- 
fully failed to make returns required 
of him, ruled the Court. However, the 
50% assessment was erroneously made 
because taxpayer’s dereliction was pas- 
sive and included no affirmative act of 
fraud that caused his tax deficiencies. 
His deficiencies were not “‘due to fraud 
with intent to evade tax.’’ Only the 
commission of acts of fraud with intent 
to evade tax affords a basis for the 50% 
addition to tax. (First Trust & Savings 


ro 


Bank vs. United States, 1953) 





THE QUESTION 


Are the proceeds of life insurance chargeable with the unpaid 
Federal Income taxes of a decedent? 


THE FACTS 


The widow of Francis A. Kramer 
was the administratrix of his estate and 
beneficiary for his life insurance. Prior 
to receiving notice of liability for her 
husband’s unpaid Federal Income taxes 


for 1943 and 1944, the widow had paid 
the full amount of Federal estate taxes 
due. In paying such taxes, however, the 
assets of the estate, other than life in- 
surance, were exhausted. The Govern- 


methods 


ment assessed deficiencies against the 
estate, Claiming that the proceeds of the 
life insurance should be applied to pay- 


ment of the estate taxes first, thereby 
leaving enough other estate assets for 
the payment of the income tax. 


THE RULING 


To the extent that the estate tax was 
paid out of estate assets, the widow in 
effect made a distribution to herself be- 
fore discharging the estate’s liability for 
the unpaid income taxes of the de- 
ceased. The widow, as administratrix 
of the estate, owed a primary duty to 
the United States and all creditors to 
collect all of the assets of the estate. To 
the extent that she failed to collect from 
herself personally any of the assets of 
the estate chargeable with unpaid in- 
come tax, the widow was liable. In ef- 
fect, for estate tax purposes, the insur- 


ance proceeds were a part of the estate. 
It was the duty of the widow, as ad- 
ministratrix, to collect such assets and 
to handle the estate so that all of its 
liabilities would be discharged before 
she received any distribution from the 
estate of any of the proceeds of the in- 
surance liable for the payment of estate 
tax. Accordingly, the widow was re- 
quired to pay the income tax defi- 
ciencies, even though they had not been 
assessed until after the estate tax had 
been paid. (U.S. vs. Gilmore, U.S. 
Court of Appeals, May 4, 1955) 





THE QUESTION 


May a former corporate officer be held liable for unpaid 
Federal employment taxes of the corporation? 


THE FACTS 


The Justrite Toy Works, Inc. was 
organized in January 1948 by Max 
Eibetz and his. children, Stanley and 
Shirley (Shirley’s married name was 
Philipson). After the Corporation was 
formed, Shirley was elected Vice-Presi- 
dent and Secretary, and was also a di- 
rector of the Corporation. On January 
27, 1949, she resigned as an officer and 
director of the Corporation. 

During the period from January 1, 
1949 through June 30, 1950, the Cor- 


poration became liable to the Govern- 
ment for Federal Insurance taxes, Fed- 
eral Unemployment taxes, and Federal 
Withholding taxes; and in January the 
Commissioner of Internal Revenue 
made a jeopardy assessment amounting 
to $2,953.54, against Shirley Philipson, 
as an officer of Justrite Toy Works, Inc. 
Shirley paid the assessment, and then 
filed a claim for refund, contending 
that she was not liable for unpaid em- 
ployment taxes of the company. 


THE RULING 


Here the proof clearly indicates the 
plaintiff legally resigned as an officer 
and director of the Corporation on 
January 27, 1949, and her father was 
elected to succeed her. This fact is con- 
firmed by the resolutions pertaining to 
the signing of checks submitted to the 
Chase and Modern Industrial Banks, 
following Shirley Philipson’s resigna- 
tion. Thereafter, the plaintiff signed no 
corporate checks, had no control over 
corporate funds, signed no corporate 


tax returns, and was not active in the 
affairs of Justrite Toy Works, Inc. 
Accordingly, concluded the Court, 
since the plaintiff wasn’t an officer or 
director or employee of the Justrite Toy 
Works, Inc., she could not be held 
liable for the payment of the corporate 
taxes under the Internal Revenue 
Code, and was entitled to a judgment 
of $2,953.54 against the United States, 
together with interest. (Philipson vs. 
U.S., U.S. District Court, May 16, 1955) 





THE QUESTION 


May the Government levy upon property in the joint names 
of Taxpayer and his wife where Taxpayer alone owes the Govern- 


ment money for taxes? 
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HOW TO 
SUCCEED 
WHILE YOU’RE 
STILL YOUNG 


| iy SURPRISES many people to learn 
that the average age of the men 
who respond to our advertisements is 
closer to forty than to twenty. But it’s 
not hard to understand why this is 
true! 

Most young men are satisfied with 
their progress in business. Their na- 
tive ability and energy are enough to 
win them regular promotions and sal- 
ary increases. They find success only 
a matter of time. 

But the day comes, often with a 
shocking suddenness, when this easy 
and casual progress ends abruptly. 

Many a man wakes up with a start 
in his thirties or forties to find that 
his income has leveled off, and that 
promotions have ceased. 

“I’m not getting ahead as fast as I 
should,” he says to himself. “Where 
am I going to be ten years from now?” 

Why does this pathetic pattern ap- 
pear in so many promising careers? 

The answer is simple: Sheer ability 
and energy can carry a man to the 
mid-way point in business ... but only 
a thorough knowledge of business fun- 
damentals can help him beyond that 
point. 

If you realize that fact while time is 
still on your side—and act on it—you 
can succeed while you’re still young. 


FREE... FORGING AHEAD IN BUSINESS” 


We do not claim that you must have 
the Alexander Hamilton Course in 









Name 





order to succeed in business. But we 
do say that you cannot succeed with- 
out what is in the Course! 

All the Institute does is offer you a 
convenient and time-saving means of 
bringing this knowledge to you in your 
spare time; and in a form that has 
proved to be practical and effective for 
more than forty years. 

So that you may judge for yourself 
whether or not you think the Institute 
can help you, we have published an 
informative 48-page book titled “Forg- 
ing Ahead in Business.” 

We believe that this little book will 
help any man get down to bedrock in 
his thinking; however, there’s no cost 
or obligation for it because—frankly 
—we’ve never been able to put a price 
on it that would reflect its true value. 
Some men have found a fortune in its 
pages. 

If you would like a complimentary 
copy of “Forging Ahead in Business,” 
simply sign and return the coupon be- 
low. It will be mailed to you promptly. 


l ALEXANDER HAMILTON INSTITUTE 

i Dept. 362. 71 W. 23rd Street, New York 10, N. Y. 

1 In Canada: 57 Bloor St., W., Toronto, Ontario, Canada 
I 

1 


Please Mail Me, Without Cost, a Copy of Your 48-Page Book— 
“FORGING AHEAD IN BUSINESS” 








Firm Name 








Business Address. 














Home Address. 









(Circle 229 for more information) 
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with a purpose 


Today, an almost endless parade of IBM 
punched cards serves business, industry, 
and government in widely varied roles—as 
vital aids in routine record keeping, as 
checks and money orders, airline tickets, 
utility bills, insurance premium notices, 
and many, many other kinds of account- 
ing documents. 

But even more significant than the part 
they play in your daily life—these millions 
of IBM punched cards are vital evidence 
of real progress in better business methods. 


yrottl 


seston” 
we & 2OMe® 


mene wont 59213 é 
wf ee 


5 cOMPANT st 
ae st ’ 
com! ‘s 
ae 
"hats 
5 8 
7 8? 


. 


aneen s? 


- jut ‘ 
acget 


1 Lye 





© IBM 


They represent the solution to practical 
business problems. 

IBM’s on-the-job experience and con- 
tinued progress in advanced equipment 
design are helping American industry 
work better and faster—at less cost. 


International Business Machines Corporation 
New York 22, N.Y. 


® 
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PROCESSING 
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In 1950, the Commissioner of In- 
ternal Revenue assessed income taxes, 
penalties, and interest against a tax 
payer for the taxable years 1943 to 
1946. The deficiency assessment amoun- 
ted to $129,960.67. A notice of tax lien 
was accordingly filed with the County 
Clerk of the county where Taxpayer re 
sided. Shortly thereafter, a notice of 
levy was served upon the bank where 
the taxpayer kept his deposits and pos 
sessions for safekeeping. At the time 
this notice was served, the bank had in 
its custody for safekeeping, 150 Series 
E Government Bonds of the maturity 
value of $25.00 each, registered in the 
name of Taxpayer and his wife. Could 
the Government levy upon these bonds 
to partially satisfy the tax liability of 


Daxpaver?: 


Since the bonds were registered in 
the names of Taxpayer or his wife, they 
were owned by Taxpayer and his wife 
as joint tenants during their lifetime. 
In a joint tenancy, each tenant owns a 
pro-rata undivided interest in the 
whole. Upon the death of Taxpayer on 
his wife, the bonds would belong to 
the survivor. As a joint tenant, Taxpavy- 
er’s wife had the right at any time to 
demand the delivery of the bonds from 
the bank. She could then sell them and 
collect whatever was due her on the 
bonds. This right could not be taken 
from her by levy or distraint based 
upon an assessment against her hus- 
band. Therefore, concluded the Court 
(in U.S.A. vs. Stock Yards Bank, U.S. 
Dist. Court for the Western District of 
Kentucky, decided November 24, 1954), 
the United States of America acquired 
no right to the bonds, and its levy 


against the bank was of no effect. 





Does a U.S, Government tax 
lien against the property of a 
taxpayer take priority over 
the claims of a_ subsequent 
purchaser of that property? 


A 1950 Oldsmobile purchased by an 
innocent party for $1500 from Grady 
King was seized by the Government to 


methods 





satisfy a tax lien against Grady King 
and his wife. Notice of the Federal tax 
lien had been filed by the Collector of 
Internal Revenue with the County 
Clerk against all property and the right 
to all property of the Kings, before Mr. 
King sold the car. The auto was levied 
upon, notices of sale at public auction 
were posted, and the car was sold to the 
highest bidder. The innocent purchaser 
of the King automobile brought an ac- 
tion against the United States to recov- 
er the $1500 he had paid the Kings for 
the car, plus interest and costs. It was 
his contention that the government did 
not have the right to take the car since 
he had purchased it for value. 
THE RULING 

The U.S. Government had a tax lien 
against all of the property belonging to 
the Kings, which had been filed with 
the County Clerk in the proper man- 
ner. The automobile had been pur- 
chased from the Kings after the tax lien 
had been placed on their property. It 
was the duty of the purchaser to check 
on such liens or claims against the 
property he was acquiring. Therefore, 
the Court held that the Government 
had a valid and superior claim to the 
proceeds of the sale of the car at auc- 
tion. (Moss vs. United States of Ameri- 
ca, decided March 15, 1955) 


THE QUESTION 


Is Taxpayer liable on a joint 
tax return when the return 
was not signed voluntarily? 


THE FACTS 


Prior to her husband’s death, on 





March 20, 1950, Taxpayer was unde 
strict doctors’ orders not to excite her 
husband in any way, and to comply 
with all of his wishes. On or about 
March 15, 1950, the husband told Tax- 
payer to sign her name on the income 
tax return for the year 1949. She com- 
plied without discussion. The Commis- 
sioner now seeks to recover an addi- 
tional tax upon the 1949 income of 
Taxpayer’s deceased husband. 


THE RULING 


The signing of the return under the 
circumstances was not a voluntary act 
upon the part of the taxpayer, decided 
the court. Accordingly, she could not be 
held liable for the tax on her husband’s 
1949 income. (Hickey v. Commissioner, 
U.S. Tax Court, June 13, 1955) 
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In any 


Mr. Office Manager: This is the service for you! 


For increased working efficiency, freshly-laundered 
cotton towels, smocks and office coats should be in- 
cluded in your employee relations program. And the 
best way to do this is with linen supply service. You 
have no investment, no inventory, no maintenance. 
Everything is furnished and serviced by your local 
linen supplier, at low cost. Dependable delivery and 
pick-up maintain a continuous supply of your exact 
linen requirements—large or small. 

Call your local linen supplier today. He’s listed in 
your classified directory under LINEN SUPPLY or TOWEL 
SERVICE —or write Linen Supply Association, 22 W. 
Monroe St., Chicago 3, IIl., for free descriptive booklet. 

*\'m helping your employees “take their pick” in the 
September 10th issue of the Saturday Evening Post! 


eny, meeny, miney, ME!” 


business... Linen 











M. NOWER 


AND 
COMPANY 
361 W. Chestnut St., Chicago 10, Ill. 


Division of Opelika Manufacturing Corp., 
furnishers of Textiles in all forms to 
The Linen Supply Industry. 


Supply is Good Business 


(Circle 236 for more infcrmation) 
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Now... Carbon 


“Weather Cond 


* Exclusive "Weather- 
Conditioned" formula 

makes Carter's Special 
Occasion carbon paper 


handle easily under all 


sorts of weather 
conditions...prevents 


Slippage and stenciling. 










Carter’s Special Oceasion 


Carbon Paper 


Good carbon paper is expected to 
be clean, handle easily, make 
good copies and wear well, and 
Carter’s new Special Occasion 
rates at the top when _ these 
features are considered. 


But Special Occasion is more 
than a good carbon . . . it is the 
result of an entirely new ap- 
proach , outperforms and 
outwears ordinary carbons be- 
cause of an exclusive Carter 
development, the “Weather Con- 
ditioned” formula. 


However... “the proof of the 


pudding is in the eating”. Your 
own test will do more to show 
you why “Weather Conditioned” 
Special Occasion Carbon is the 
carbon for your office than any- 
thing we might say. 


Make your own rigid test. 
Write us for samples, telling 
us whether your office has electric 
or regular typewriters, and how 
many copies your secretary 
usually makes. Then you ll know 
why “Weather Conditioned” 
Special Occasion is the most 
modern, yet the most economical 
carbon your office can use. 


On Sale at Leading Stationers and Office Outfitters 
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THE CARTER’S INK COMPANY 
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by cn E. Lambert, Vice President 


sales ideas 


How to install a sound 
sales incentive plan 





Marketer's Research Service, Inc., Philadelphia 


Study both the pitfalls and advantages for maximum benefit 


mu The sole justification 
for paying sales personnel extra com- 
pensation over and above base salaries 
is to increase company dollar profits 
above the point which would have been 
reached without an incentive plan. 
Too often, incentive plans are in- 
stalled for no other reason than the fact 
that industry or company custom de- 
crees the sales incentive plan to be es- 
sential, per se. Also, incentive 
plans are frequently used, consciously 


sales 


or unconsciously, as an automatic de- 
vice for judging the performance and 
capabilities of salesmen —a function 
that rightfully belongs exclusively to 
the chief sales executive and his staff. 
Neither is an incentive plan a substi- 
tute for an adequate and competitive 
scale of salaries. On the contrary, any 
of these practices frequently results in 
damaged field morale, high administra- 
tion costs, and, above all, incentive pay- 
ments which have not been justified by 
parallel increased company profits. 
The principle of increased profits is 
best demonstrated by the piece rate 
systems prevailing in the manufactur- 
ing field. Piece rates are based upon the 
normal working pace of production 


workers. As the worker exceeds his base 
production rate, he receives extra com- 
pensation. Likewise, management ob- 
tains additional production from the 
proceeds of which are disbursed only a 
portion of the labor costs which would 
otherwise be incurred. Management's 
profit position is thereby enhanced. 

The heart of the matter is, therefore, 
to first determine what constitutes a 
“normal” level of sales which would be 
achieved by a sales force without the 
incentive provided by extra compensa- 
tion. (This figure will be referred to 
as the sales “quota” for purposes of 
convenience, although some companies 
raise the quota to a desired sales goal 
and then begin incentive payments at 
a designated percentage of the goal.) 


Setting up quotas 


realistic 


The 


quotas becomes troublesome when one 


problem of setting 
considers the case of a company (and 
there are thousands of these) whose 


are expected to de- 


yo? 


sales of product “Y 
crease during the forthcoming sales in- 
centive plan period. The expected de- 
crease may be due to a host of reasons, 
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such as smaller product market poten- 
tial, technological changes, less favor- 
able economic conditions, and other 
factors beyond the immediate control 
of the company’s sales department. 

If a quota is set which takes these 
factors into account and is lower than 
the preceding year’s actual sales, an un- 
favorable psychological 
velops. The sales department may be 
open to the serious charge by manage- 
ment that they over-estimate the im- 
portance of external sales deterrents. 
This is a particularly difficult position 
to support because an evaluation of ob- 
stacles to increased sales is usually dif- 
ficult to substantiate with irrefutable 
facts. The typical sales department, 
therefore, is under strong pressure to 
“raise their sights’ and install quotas 
which are at least no lower than the 
prior year’s sales. If such quotas are set 
and the anticipated sales decline mate- 
rializes, the selling organization will 
fail to qualify for incentive payments. 
This is true even though their extra 
efforts may have prevented the slide in 
sales from being more severe than it 
actually was. Sales management may 
have the option, under circumstances 
such as these, to make special payments 
to the field sales force. But even so, 
these are usually both too late and too 
little. In any event, the remedy for un- 
realistic quotas is not to set them too 
high (or too low) in the first place. 


climate de- 


Territorial quotas 


Let’s assume that it has been possible 
to establish a soundly realistic’ sales 
quota for the company. The quota 
must then be broken down into ter- 
ritorial quotas. Assume the total quota 
is equal to a 10% sales increase over 
the prior year. A simple method would 
be to establish each sales territory quota 
at exactly 10% over sales for the base 
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year. However, market conditions vary 
widely among territories. Chain store 
outlets are weaker in some areas and 
stronger in others. Price competition 
may be rougher in certain metropolitan 
areas than in others. Available distribu- 
tion may be weak or entirely lacking. 

The usual method of coping with 
this situation is to attempt to establish 
a market potential for each territory 
and then to base quotas upon the mar- 
ket potential figure. Also, the same pur- 
pose is accomplished by utilizing sales 
management’s experience with regard 
to individual territories. 

Neither of these methods is fool- 
proof. In the first place, area market 
potential figures for most products are 
not easy to obtain. As a result, the sales 
managers may be forced into the posi- 
tion of assuming that market condi- 
tions are approximately the same in 
every territory, or that a purely statis- 
tical indicator or market potential can 
be used in establishing a specific sales 
quota. Unfortunately, a quota is a very 
precise figure whether it be dollars, 
units, or gross margin. Measured 
against the imprecision of many market 
potential figures, a formidable obstacle 
to the establishment of sound, realistic 
sales quotas exists in such cases. 

There’s nothing new about these 
stated problems 
managers have encountered them time 
and again. At this point it would be 
advisable to set forth the questions that 
sales management should ask before 





and experienced sales 


embarking on, or continuing, a sales 
incentive plan: 


1. Will a sales incentive plan pro- 
duce measurably increased company 
profits? 

More often than not, it is tacitly as- 
sumed that a sales incentive plan will 
automatically make a salesman sell 
harder and, therefore, increase com- 
pany sales and profits. However, every 
businessman knows that the process of 
creating a profitable company depends 
upon the skillful integration of wide- 
awake marketing techniques, economi- 
cal and efficient production, advanced, 
practical engineering and design, and 
wise and adequate financing. To sup- 
pose that a sales incentive plan will, 
alone, necessarily lead to increased 
company profits is to ignore the facts. 

External factors may enter the pic- 
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Super 


Nylon Ribbon 


These are just three good 
reasons why Carter’s Super 
Nylon ribbons are actually 
less expensive than ordinary 
“economy brand” ribbons. 


Carter’s “Super Nylon”’, with 
the Silver Tip, gives typed 
letters that “steel engraved 
Executive Tone.” 


Carter’s “Super Nylon” 
gives you more “mileage” 
per penny than ordinary rib- 
ons. 


For real proof of Super 
Nylon superiority, buy a 
dozen from your local dealer. 
We have a hunch that after 
you have given that trial 
dozen your own rigid test, 
you'll Standardize on 
Carter’s Super Nylons. 


Carter’s “Super Nylon” 
comes in three inkings, and 
in special tough fabrics for 
hard-pounding electric type- 
writers... 


On Sale at Leading Stationers and Office Outfitters 


THE CARTER'S INK COMPANY 
CAMBRIDGE 42, MASSACHUSETTS 
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There is no mailing scale to equal the new 
Pitney-Bowes “3700” in performance... to 
speed mailing, save time and overtime in your 
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shipping department or mailroom. 

It handles packages up to 70 pounds 
in weight... has an added selector 
key to compute special book rates. 
The operator places the package 
on the scale tray... presses the zone 


key...and the shutter above the key opens to 
show exact parcel post rate, air or regular, 
for that package in that zone. This precision 
scale automatically computes for weight 
and zone, as fast as you can feed it packages. 


PITNEY-BOWES 


Mailing Scales 


PITNEY-BOWES, INC., Stamford, Conn. 


Originators of the postage meter... offices in 94 cities 


(Circle 275 for 
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Shipping-room star...weighs exactly... 
computes postage automatically! 


The large chart figures are illuminated and 
magnified by an adjustable lens, eliminating 
squinting and eyestrain! And Pitney-Bowes’ 
exclusive ball-bearing suspension maintains 
indefinitely the weighing accuracy of 
this rugged mailing scale. 

Ask your nearest Pitney-Bowes 
office for a demonstration. Or 
just send the coupon for the free 





illustrated booklet. 


FREE: Handy desk or wall chart of Postal Rates 


with parcel post map and zone finder. 


— 


PITNEY-BOWES, INC. 
4580 Walnut St., Stamford, Conn. 


Send free illustrated booklet (| Chart I] 
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ture, too. There may be a trend away 
from the use of a product by consum- 
ers or industrial buyers. For any one of 
the various reasons, company sales of a 
given product may have reached a pe- 
riod of status quo, or even decline, 
which the sales department may be un- 
able to overcome. In such cases, a sales 
incentive plan becomes a needless bur- 
den on the company and impairs the 
morale of the field sales force. 

2. Is it possible to set realistic sales 
quotas which each salesman will have 
approximately an equal chance of 
meeting? 

Setting quotas for each individual 
salesman’s territory is more difficult 
than establishing a total company sales 
quota. Production market potentials 
and competitive conditions may vary 
so widely by area that it becomes a 
practical impossibility to set realistic 
territory quotas. If this is the case, it 
might be advisable to establish “group” 
quotas, in which each territory sales- 
man will share equally in rewards 
earned by his group. This procedure 
tends to water down individual incen- 
tive but may be offset by advantages 
which are gained in the prevention of 
even grosser inequities. 

3. What type of sales incentive plan 
should be installed? 

In selecting a particular plan, quotas 
must be set in such a way as to obtain 
the fullest confidence of salesmen. If 
arbitrary adjustments are made to 
quotas, which cannot be readily justi- 
fied to the sales force, considerable 
harm may result. Secondly, the sales 
incentive plan itself must be simple. A 
salesman must be able to follow the 
method used in computing his incen- 
tive pay, or the whole purpose of the 
plan is negated. 

Sales incentive plans are only one 
tool available to management for in- 
creasing sales. They are not a cure-all. 
An incentive plan cannot be counted 
upon to control field expenses, weed 
the sheep from the goats, act as a sub- 
stitute for competitive salaries, and 
produce tomorrow’s Utopia today. An 
incentive plan produces in direct pro- 
portion to the amount of sound, hard 
thinking that goes into the plan in the 
first place. m/m 
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Choosing the right trademark’ 


by Stewart W. Richards 


Beer, Richards, Lane, Haller & Buttenwieser 
New York 


RI As anyone knows 
who has had a hand in bringing a 
trademark into this world, most of 
the symbols suggested are worth about 
a dime a dozen. Many are called but 
few are chosen and all too frequently 
the ultimate selection is made without 
a clear understanding of the type of 
trademark that would be the most 
appropriate. Time spent at the outset 
in analyzing your business, your prod 
uct, and your market will pay off later 
on. Just any trademark won't do. 

Is your product a consumer item, o1 
one consumed by industry like carbon 
black in the compounding of rubber? 
\ name appropriate for one might not 
be for the other. The woman who 
drives on U. S. ROYAL tires undoubt- 
edly does not know and wouldn’t re- 
black 
used in the rubber and the carbon 
black producer doesn’t care that she 
should. But if you are a slide-fastene) 
manufacturer, you may want milady to 


member the brand otf carbon 


insist on 
your ‘TALON fastener in the placket of 


remember your mark and 





the dress she buys. What sort of a mark 
would appeal to your type of custome 
on the kind of merchandise you sell? 
What media will you use in promoting 
your product? Will it reproduce well 
on TV, for example? Is your new trade 
mark to be used on more than one 
product? These are only a few of the 
questions you should ask and answer 
for yourself. In selecting a trademark 
that may some day be worth millions 
of dollars, there is no substitute for in- 
telligent planning. 
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What a trademark does 


Before starting out in search of a 
trademark, be sure that you know what 
a trademark is. In very simple terms: 

A trademark is a symbol used 
by a manufacturer or merchant to 
identify his goods and distinguish 
them from his competitors’. 


an infringer, it does not make sense 
for your advertising and merchandis- 
ing departments to promote the sale of 
some other company’s product. Fur- 
thermore, if that company has an in- 
ferior product, you stand to inherit 
customer dissatisfaction with its prod- 
uct. So before reaching any firm deci 
sion as to the mark to be selected, it is 
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“Great layout. Like the whole campaign. Shoot 
the works. By the way, what the hell is Z9?”’ 


Copyright 1954 The New Yorker Magazine, Inc. 








If the trademark you select is con 
fusingly similar to a mark already in 
use by another company on the same 
goods or on a kind of goods that the 
public might expect would be made 
by you, you are in trouble in more 
ways than one. Obviously the mark 
does not distinguish your goods. Quite 
apart from your possible liability as 


obviously essential that a careful search 
be made to determine whether the same 
or a similar trademark has previously 
been used on goods which might be 
expected to have some connection with 
your company. 

The trademark you select should be 
a good salesman. It should be a con- 
genial symbol with sufficient drawing 


power to persuade the customer of the 
desirability of your product on which 
it appears. If you choose a coined word 
like Kopak, the selling power of the 


mark must come from the advertising 
put behind it and the reputation for 
quality which your product acquires 
in the course of time. It may have a 
striking appearance or sound, but at 
the start it is merely an eye-catcher 
without a message, a shout without a 
sentence. Many people prefer this type 
of mark because, as we shall see later, 
it is easier to enforce and _ protect 
against imitators. Other people, how- 
ever, believe a trademark should also 
function as a compressed advertise- 
ment; it should say something. They 
prefer to select a mark which initially 
carries a favorable connotation or sug- 
gestion. Lire SAvers for a candy mint, 
and SEVENTEEN for a fashion magazine 
for girls are examples. Sometimes such 
marks suggest some characteristic of 
the product or benefit to be derived 
from using it. Others might be said to 
have ‘class appeal.” Perhaps a man 
drinking Lorp CALverT whiskey may 
feel some connection with “The Man 
of Distinction.” These marks might be 
said to have a head start over the 
coined meaningless marks. 


Using existing marks 

We shall assume you are in search 
of a trademark for a product you are 
about to market. Bear in mind that 
there are over a half-million marks 
registered in Washington today which 
taxes originality and imagination in 





* This article is the first chapter of a new book 
entitled Trademark Management: A Guide for 
Businessmen. The book sets forth the complex 
policies concerning all phases of handling a 
company's trademarks. It may be purchased for 
$5.00 from The United States Trademark As- 
sociation, 522 Fifth Avenue, New Yerk 36, N.Y. 
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choosing one that is different. If you 
are already using one or more trade 
marks, why not consider extending the 
use of one of them to your new prod- 
uct? This might involve a choice be 
tween using your “house mark” or a 
secondary mark you have been using 
on a specific product, sometimes called 
a “special product mark.” 


GENERAL ELeEcrrRic, you might well de 
cide to bring your new product within 
the family, so to speak, and simply 
identify it with your house mark. When 


common to all you 


House Marks: 
ous basic or institutional mark that is 
like 
DuPont, Vicks, JOHNSON’s, HEINZ, o1 


If you have a fam 


products, 


trical household  yoods. 
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of promotional material or mailing tape. 
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Philco expanded its line to include 
Puitco refrigerators, it had already 
established a name for quality in elec 
Presumably 





Philco decided its selling job would be 
easier than pioneering with a new 
trademark with which trade and pub 
lic would be unfamiliar, In your case, 
customers satisfied with your othe 
products are already prejudiced in 
your favor. Then, too, brand promo 
tion of one item adds to the benefit 
of all items in your line, some of which 
may not alone justify the expense ol 
separate advertising. So the house mark 
has its advantages, with or without a 
specific product mark. However, until 
the new product has proved itself, some 
owners are reluctant to risk their house 
mark to customer ill will. 
Special product marks: It you do 
not wish to use your house mark, you 
may find it is advantageous to take 
another trademark you have previously 
been using on a specific product, and 
extend its use to your new product. 
LISTERINE began as a trademark for an 
antiseptic, and was later extended to 
toothpaste and mouthwash. BAnpb-Alp, 
initially a one-product mark, is now 
on such products as cohesive gauze. 
However, you may feel that you 
special product mark is not suitable fon 
the job at hand. Others have faced a 
similar choice and presumably have 
come to the same conclusion. ‘The 
owner of the trademark ALKA-SELTZER 
puts out vitamins, but not under that 
trademark, although the vitamins are 
advertised as made by the makers of 
ALKA-SELTZER. KLEENEX 
quired a reputation for a facial tissue, 
its owner apparently thought it would 
be better to use a new _ trademark 
(DELsEy) on toilet paper. VASELINE has 
so long been used as a trademark for 
petroleum products it might be consid- 
ered unsuited for vitamins or tooth- 
paste, although legend has it that Mr. 
Chesebrough swallowed a spoonful of 
his petroleum jelly every day of his life. 
SwinG-A-Way, used on can openers, 
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The White Owl 
a popular cigar. The Red Owl at 
the right is the redesigned trade- 
mark of Red Owl Stores, Inc. 


would probably be entirely inappro- 
priate on a piece of stationary kitchen 
hardware, and KUM-A-PART on. sepa- 
rating cuff links would not do for those 
However, FRIGIDAIRE was 


that don’t. 
extended from refrigerators to stoves, 
and Horpoint, reversing the field, was 
extended from stoves to refrigerators. 
So there is precedent both ways. 


Derivative Marks: You might also 
consider coining a derivative from one 
of your existing trademarks. Eastman 
did this to good advantage when it 
adopted such marks as KODACHROME, 
KODACOLOR and KODASCOPE. 


Selecting a special product mark 


Let us assume that none of you 
existing trademarks will answer your 
purpose, and you are in search of a 
new one. There are roughly three types 
of trademarks to choose from: 

Meaningless: ‘These are arbitrary 
marks which initially at least, connote 
nothing about the product or its use. 
In this group are (a) coined words like 
KopaAkK, ZONITE, MARFAK, DREFT, Yv- 
BAN, or derivatives from coined words 
such as KoODACHROME and ZONITORS, 
(b) common words in the English lan- 
guage, like CAMEL for cigarettes, PREsI- 





DENT for suspenders, SHELL for gasoline, 
(c) numbers such as 4711 on cologne 
and 66 on gasoline, (d) letters such as 
RCA, A&P, and the GE monogram, 
(e) historical or mythological charac- 
ters like GEORGE WASHINGTON coffee, 
and Venus pencils, and (f) picture 
marks like those of WxHiteE Owt and 
Rep OwL (see below). 
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From the standpoint of sales pro- 
motion, these trademarks necessitate 
teaching indifferent people to associate 
the product with a meaningless term in 
their daily speech. . 


Suggestive: These are likely to be 
more appealing to the customer, more 
easily remembered, and, _ therefore, 
easier to promote. This type of trade- 
mark is not descriptive of the product 
and enjoys the broad legal protection 
afforded the meaningless trademark 
while also catering to the desire of the 
sales and advertising staff for a con 
notation or significance that assist sales 
and promotion. There is risk in adopt- 
ing such a mark, but many think the 
advantages outweigh the risk. The prob- 
lem is how to be sure that the trade- 
mark you select 7s suggestive, and not 
descriptive, for words or symbols that 
are descriptive of a product are open to 
all to use. Unfortunately, you can 
never be sure until the court of last 
resort has ruled on it. COPPERTONE, an 


(LODIPIPIEIRALCONIE 


excellent suggestive mark, was never- 
theless initially held to be descriptive 
of a sun-tan preparation, but the ruling 
Was quite properly reversed on appeal. 
However, if a court should subsequent- 
ly hold that your mark was descrip- 
tive, all is not lost if you can show that 


by extensive advertising and sale of 


your products during the interim, the 
trade and public has come to regard 
that descriptive term as an indication 
that the goods came from a single 
source. This association is called ‘“‘sec- 
ondary meaning.” 

TAtLon for slide fasteners suggests 
strength in gripping and holding, while 
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These are examples of monogram trade- 
marks that are identified with the initials 
companies 


they represent. 





SWAN for soap brings to mind delicate 
whiteness on water. HALO for a sham- 
poo conveys an impression of soft high- 
lights in the hair after washing. Sim- 
ilarly MALLARD is an excellent trade- 
mark for a raincoat, which the com- 
pany tells us “sheds showers like water 
off a duck’s back.” DIAL on soap, cer- 
tainly when taken in conjunction with 
the company’s “Round the Clock” pro- 





motion suggests lasting body freshness. 
And who is there that some time or 
another has not regarded mints as LIFE 
SAVERS? ELAsTic was held to be a good 
suggestive trademark for sectional book- 
cases. However, if you overdo the sug- 
gestiveness, you step over the line, so 
to speak. For example, ELAsTic SEAM 
was held to be descriptive of men’s 
drawers having an expandable seam. 


Descriptive of the product, the 
name of the owner or the place where 
the product came from: This type of 
mark can only become a _ trademark 
after you have used it for an indeter- 
minate period of time when the trade 
and public have come to associate a 
secondary meaning with the term. For 
example, the primary meaning of Nu- 
ENAMEL on paint or enamel is “new 
enamel,” yet Nu-ENAMEL was held to 
have also acquired a secondary mean 
ing indicating a product coming from 
a single source. 

Similarly, WALTHAM, used as a trade 
mark on watches made in Waltham, 
Mass., has been held by the courts to 
have acquired a secondary meaning 
indicating a single manufacturer as the 
sole source of the goods. In the same 
manner, Davis has come to be a good 
trademark for baking powder, WHIT- 
MAN for candy, and ELIzABETH ARDEN 
for cosmetics and toilet preparations. 


The law jealously protects the right 
of every man to use his own personal 
name in his business. He must, of 
course, use it fairly. Disputes as to what 
constitutes fair use, however, are what 
make law suits. It seems fair to say 
that adoption of a personal name is 
an invitation to the unscrupulous who 
may bear the same name to embark 
upon the same or a similar business 
as soon as you have made it commer- 
cially attractive to do so, and to reap 
the benefit of your blood, sweat, and 


The Robertson ‘'320"' 
16x20” darkroom camera 


tears without the expenditure of a 
dime. When business began to incorpo- 
rate, the popularity of choosing the 
personal name of the owner and foun- 
der as the symbol of origin fell off 
sharply, so that the selection today of 
such trademarks is believed to be the 
rare exception rather than the rule. 
There are, however, many fine _per- 
sonal name trademarks functioning to- 
day, but their inception dates back 
many years, such as GILLETTE on razor 
blades, JOHNSON’s on baby products, 
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WATERMAN on pens, and ARMOUR on 
meat products. 


ARMOUR 


STAR 





What we have said, however, has no 
application to names of objects, pei 
sons, or places that are arbitrary selec 
tions and do not describe the product 
on which they are used, or the place 
where the product comes from, or the 
name of the proprietor of the business. 
For example, AUNT JEMIMA, fictitious 
or otherwise, is a good trademark fon 
pancake flour. CAMEL, an English word 
describing a beast of burden, is a valid 





and valuable trademark for cigarettes. 
AMERICAN GIRL on shoe, and Paris on 
men’s garters, are non-descriptive uses 
of geographical terms as trademarks. 
However, a geographical name, arbit- 
rarily used, must not be deceptive as 
to the geographical origin of the goods. 
Since Paris is famous for perfumes, it 
would probably be deceptive to select 
PLACE VENDOME as the mark for per- 
fume made in the United States. 


Sources for coined trademarks 


So much has been written on the 
coinage of trademarks starting with 
meaningless marks like DREFT, YUBAN, 
etc., that the subject has been reduced 
to something approximating an exact 
science with such things as name-finder 
wheels which purport to give you all 
the possible alphabetical combinations 
of any desired length, three letters and 
up. From the same sources, you can 
also obtain advice as to which combina 
tions are must pleasing to the ear, 
those that might be easily remembered, 
etc. Whether it is possible to choose a 
combination which by appearance and 
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sound might convey some sensation o1 
mood, like background music in a 
movie, is a matter for conjecture. 

From the pure turn-of-the-wheel se 
lection, the search for coined words 
moves into the next area having some 
rhyme or reason behind it, but the 
resultant product is still a non-sense 
term. VEL for soap powder presumably 
was arrived at by dropping the first 
and last syllables of “marvellous,” since 
the company’s TV promotion refers to 
the product as “Marvellous Vet.” Pei 
haps, as the race track boys would say, 
FAB soap powder is out of “fabulous” 
by “fabric,” and Rem cough medicine 
was sired by “remedy.” 

As the coinages approach honest-to 
goodness words of the English language, 
the resultant words may enter the field 
of suggestive marks. To the name ol 
the discoverer of asepsis is added a tiny 
sufhx, meaning to pertain to, and we 
have LISTERINE. 
may not have any meaning, such as 
the “O” in Jett-O. An English word 
is mis-spelled and we have TRee?T for 


The suffix, however, 


processed meat and Duz for a soap 
powder. A letter “R” is added and we 
ARRID for a 
probably is meant to imply that the 


have deodorant which 
product drys up perspiration. 

words 
produced such trademarks as SPAM 
(spiced QuINK (quick-drying 
ink), and Nair (no hair, for a depila 
tory). Others like FRIGIDAIRE, SHELVA 
por and No-To-Bac are coined from 


Presumably, telescoping of 


ham), 


compounds of common words SUNOCO 
like Nasisco, are also telescopings of 
the company name, viz.: Sun Oil Com 
pany and National Biscuit Company. 

And finally we have the mis-spelling 
of English words that are no longer 
suggestive, but descriptive of the prod- 
uct, such as Nu-ENAMEL for enamels 
and paints. 


Marks that offer problems 


We have tried thus far to present 
both the practical and legal considera- 
tion involved in choosing a trademark 
from each of the three general types 
of marks available to you. There are 
some marks, however, that are worth 
a special word of caution because of 


the particular problems posed by each. 


Grade, shade, and style marks: 


Some years ago a cotlee roaster put 
out several blends or grades of coftee, 
one of which had been sold in large 
quantities to railroads, another to 
hotels. —The former was called DINING 
CAR SPECIAL COFFEE, the latter HOTEI 
SPECIAL CorFEE. These terms were held 
to be so descriptive of the particulan 
class of purchasers to whom the goods 
were sold that they did not function as 
indications of source. 

It is possible for a term to serve 


both as a trademark and as a grade 





mark, provided it is primarily used as 
an indication of origin, and the grade 
marking is incidental. Examples are 
GULFLUBE and GULFPRIDE used by the 
same company on two different grades 
of oil, and BokarR and Rep CIRCLE 
used by another company on different 
blends of coffee. Such, perhaps, may be 
the status of some of the so-called 
“shade marks” or “fragrance marks” so 
frequently used by cosmeticians, viz.: 
INVITATION On a lipstick of a particular 
shade, or ENCHANTMENT on a perfume 
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of a particular fragrance. However, ad 
vertising of some cosmetic companies 
frequently tends to negate trademark 
significance by over-employing such 
names as describing various “shades,” 
rather than the source of the goods. 
The dual use of a term as a trade 
mark and as a grade or shade mark 
may involve risk. It is particularly im 
portant to avoid choosing a descriptive 
term as a trademark if it will serve a 
dual Do 
or a term you are already using to de 


use. not select a trademark 


scribe your product, be it grade, shade, 
or style. 

Ingredient marks: This type ol 
mark could be called another example 
of the “have-your-cake-and-eat-it-too”’ 
philosophy. You may find it advertised 
as this: “VENUs 
Dr MILO face cream, contains INFILTRA 
110N, the company’s trademark for that 
penetrating chemical, monoglycolphen- 
otoxicleusogene.”’ 


in some such fashion 


You cannot blame 


them for coining a short name for ow 
hypothetical 


complicated chemical. 
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Though identified as a trademark, the 
question might well be asked whether 
the term INFILTRATION is not actually 
used as a short name to describe an 
unpronounceable chemical ingredient 
which the company does not sell apart 
from the face cream. 

The problem here is the same as 
with grade marks. It is all a question 
of fact. If the trademark serves two 
purposes, it still may be valid, but if 
it is more the name of an ingredient 
than an indication of origin, you may 
be headed for trouble. For example, in 
refusing initially to register IRIUM as 
a trademark, the Patent Office pointed 
to the company’s advertising that 
“Pepsodent ‘Toothpaste Alone Con 
tains Irium,” as indicating quite clear- 
ly that IR1uM was there used as the 
name of this new ingredient, not as a 
trademark indicating origin. On a later 
showing that the company was using 
IkRIUM as a trademark in connection 
with the separate sale of the chemical, 
registration was subsequently granted. 

Usually this type of trademark _ is 
used to identify properties 
found only in the product of a par 
ticular manufacturer. Thus, one com 
pany advertises “IPANA with WD-9 de 
stroys enzymes 


special 





IPANA’S special type of 
enzyme destroyer,” while another pro 
motes New Colgate Dental Cream with 
GARDOL, “CoLGATe’s long lasting anti- 
enzyme ingredient.” Similarly, we are 
told that SHELL Gasoline has TCP, and 
that PHittie Morris cigarettes contain 
DitGL. 


Trademarks in) common use: 
Laudatory terms such as BiuE Rip- 
BON, PREMIUM, GOLD MEDAL, and 
others frequently used, like NATIONAL, 
EAGLE, GENERAL, are weak marks. These 
terms are used on so many different 
items and by so many different com- 
panies that their distinctiveness (ca- 
pacity to indicate source of origin) has 
been largely dissipated. The scope of 
the relief which courts afford to an 
owner of one of these trademarks is 
pretty much limited to enjoining its 
use by another on goods that are prac- 
tically identical. 

If you are about to choose a new 
trademark, why adopt as your symbol 
of origin a term that is im common 
use? ‘These terms are over-worked. Se 
that is different and 


lect a trademark 


incets the necessary, legal qualifications 
lo give you broad protection. 


Double trademarks: We are con- 
cerned here with the wisdom of using 
two trademarks together, when it is 
possible that the second may be con- 
strued as the name of the product 
(such as camera or automobile), as dis- 
tinguished from another trademark fez 
that product. It is only mentioned here 
to direct your attention to the prob- 
lems that may lie ahead if you are 
about to adopt a trademark for a new 
product, which you intend using as 
the second trademark of a 
mark combination. 


two-trade- 


Today, there is no question that 
“toasted corn flakes” is a product name 
like camera and automobile, but back 
in 1916 a cereal company using the 
term KELLOGG’s TOASTED CORN FLAKES 
unsuccessfully claimed that the term 
“toasted corn flakes’” was a trademark, 
just as much as KELLoGcG’s. The court 
refused to enjoin another company 
QUAKER TOASTED Corn 
FLAKES. The anticipated second trade- 


from using 
mark “toasted corn flakes’ died aborn- 
ing. It was licked from the start be- 
cause it described the goods, and the 
Kellogg Company was unable to show 
that it had acquired secondary mean- 
ing trademark rights in the term—i.e., 
that the public had come to associate 


the descriptive term “toasted corn 
flakes” exclusively with the Kellogg 
Company. 

When the second trademark may 


have descriptive infirmities, the use of 
a valid trademark in combination with 
it as the first of the two may accentuate 
the descriptiveness of the second, viz.— 
the public understands the cereal to be 
KELLOGG’s brand of toasted corn flakes. 
Sometimes, the second trademark, valid 
initially as a trademark, later becomes 
the product name because the product 
was new and the public knew of no 
other name to describe it, e.g., DUPONT 
Cellophane and BAYER Aspirin. 

If you are selecting a trademark to 
be used as the second in a double 
trademark combination, it is impera- 
tive to avoid words that are or might 
be considered descriptive, and to make 
sure that there is available for use with 
the double trademark a short generic 
term which is, or which may become, 
well understood by the public as the 
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BUDWEISER was contracted to Bup and 


product name for that product, c¢.g., 
LucKY STRIKE to LUCKIES. 


“KopaK VERICHROME Safely Film.” 


Easy to remember: This certainly 


Desirable trademark characteristics is a must and needs no argument. At 


i the outset, at least, the memory value 
Brevity: The trend seems to be 


towards short one-syllable marks, such 
as Joy, Spry, Duz, Drerr, GLIM, CHEER, 
SurF, ENNps, VEL, Fas, NAIR, Par. They 


of the trademark is enhanced if it also 
has a suggestive connotation. It is not 
likely the housewife will forget Dvuz, 
nor will the man of the house forget 
are easy to say, to remember, and to , 
‘ . oe ‘ OLpD GRANDAD. 

display. The insistence of the public 

for short trademarks is demonstrated Easily readable and speakable: 
by the fact that The Coca-Cola Com It seems reasonable to suppose that 
pany was in a sense led to adopt and having to promote a_ trademark by 
spelling, e.g., 
SUCHARD (Sue 


adding its phonetic 
BENGUE. (Ben-Gay), 


use the trademark Coke which had 
been coined by the public. Similarly, 
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tying in two necessary jobs—shipment addressing and preparation of ship- 
ping paperwork. A small, inexpensive paper stencil, called the Weber 
Tab-On Stencil, is tabbed over the ship-to or address area of your bill-of- 
lading form or other paperwork. In one typing, the forms and stencil are 
prepared with the customer’s address. This same stencil is then attached 
toa Weber handprinter and used to imprint the address directly on con- 
tainers, labels or tags. Repetitive typing eliminated. Address always cor- 
Hep = Ma paperwork. No expensive equipment. Clip the coupon for 
u ils. 


Weber 


Weber Marking Systems 
Dept. 9-1 

Division of 
Weber Addressing Machine Co. 


MAIL FOR FULL DETAILS ON THE WEBER TAB-ON SYSTEM 
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Mount Prospect, Illinois 
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Shard), and CAMPHO-PHENIQUE (Cam 
fo-fin-eek), 
Admittedly this extra effort 


adds to the promotional 
burden. 
may have paid off in fixing the name in 
the mind of the consumer. However, 


without compelling considerations, 
would it not be better to start out with 
a trademark that is easy to say and 


to read? 


Easily adaptable to any media: 
Your trademark must quickly and un 
mistakably identify your product. Un 
less the radio listener, for example, is 
able to visualize the correct spelling 
trademark, a potential cus 


IV, as on the 


of you 
tomer may be lost. On 
shelves of a self-service supermarket, 
the visual impact of your mark is im- 
portant. The attention that is given 
today to simplicity, punch, and ca 
pacity for reproduction in any size on 
color is illustrated by the modernized 
Rep Ow trademark of the grocery 


chain, and the AC spark plug mark. 


SS 





Vo unpleasant connotations: It is 
better to smoke out this type of sales 
resistance before advertising dollars are 
put behind your new trademark. It can 
usually be discovered by pre-testing the 
trademark—that is, trying it out for 
size, so to speak, on the public by 
house-to-house or roving reporter types 
of surveys. One company that did not 
pre-test its trademark noticed that the 
sales of its YANKEE CLIPPER 
clocks throughout the South were fall- 
ing off. So for the Southern market, the 
mark was changed to Dixtr BELL, which 


alarm 


apparently did the trick. 


Suitable for export: If your prod- 
uct will go abroad, does the name you 
unfortunate 
Will 


foreigners have difficulty pronouncing 


have chosen have any 


meaning in a foreign language? 


it? Can it be registered abroad? These 
are important considerations. 
Lends itself to pictorialization: 


“One picture is worth a_ thousand 
words.” The promotional possibilities 


of a trademark are greatly increased if 


it can be pictured, as well as written 


and spoken. The remembrance poten- 
tial of the trademark is greatly en- 
hanced. Certain it is that Four Rosrs 
as a trademark for whiskey will be 
more easily remembered by the pictures 
of the roses used in advertising and 
point-of-sale material. The same holds 
true of the picture of the FLlyinc Rep 
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Horse of Socony, the scallop shell of 
Shell Oil and the THREE FEATHERS 
mark for whiskey. Mention the mark 
Oats and it 
the picture of the 


QUAKER immediately 
brings to mind 
Quaker with the broad-brimmed hat 
on the cylindrical boxes of cereal. Gen 
eral Foods Corporation carries this 
attribute to the point of packaging the 
product in a replica of the pictorial 
ized version of the trademark, viz., LOG 


CABIN syrup. 





Subtlety: Selection of an appro 
priate suggestive term can perhaps con- 
tribute more to the promotional func- 
tion of the trademark than any other 
single factor. Yet there is no area in 
the selection of a trademark that in 
volves more risk, unless it be the risk 
of selecting a trademark that resem 
bles a trademark of another already in 
use. Imagination can make or break a 
trademark. There are probably more 
bad trademarks selected because of 
their anticipated advertising or selling 
value, than for any other reason. 

Be sure they are really suggestive, 
not descriptive. Beware of selecting a 
mark like Five Disc Cytinper for a 
lock when the name describes a char- 
acteristic or feature of the article. 
Trademarks such as this waste your 
advertising 
loaded with headaches when you come 
to defend or enforce them. There is not 


much subtlety, for example, in adopt 


appropriation, and = are 


ing as a mark a picture of your goods, 
or something which shows their man 


methods 


Sanj-Flus! 
~ 


The makers of SANI-FLUSH 
cleaner sued to enjoin another cleanse 


ner ol use. 


manufacturer who also used a pictorial 
representation of a woman pouring a 
can of powder down a toilet bowl. Said 
the court: “There is nothing like the 
frame of a dame, and we 
why the 


cannot see 
defendant is not as much 
entitled to take commercial advantage 
of pulchritude as the plaintiff.” 

On the other side of the line are 
trademarks like Duz for soap powder, 
Prep for a cereal, HOLEPROOF for hosiery, 
Neer for a depilatory, Eignr O’CLock 
for coffee, Mopess for sanitary napkins, 
STOPETTE for a spray deodorant, and 
Ivory for soap, and such picture marks 
as the spinning wheel of James Mc- 


Cutcheon and Company 


fine linen) and the 


(suggesting 
“His Master's 
dog trademark of R.C.A. 

Subtlety should 


Voice” 
be the measuring 
stick in choosing a trademark which 
will convey the imagery behind it. 
Imagine yourself in the customer’s 
shoes. What would persuade you to 
buy the product? For example, if you 
were a fugitive from the back-breaking 
work of stoking your furnace, wouldn’t 
the name of IRON FIREMAN on an auto- 
matic stoker attract you? If you were 
looking for a deodorant, wouldn’t the 
word Mum on such a product persuade 
you to buy it? And doesn’t MERCURY 
strike you as being a pretty good trade- 
mark for an automobile? 


Pre-testing proposed trademarks 


Many companies are reluctant to 
adopt a new trademark without some 
form of pre-testing by public surveys 
to determine consumer reaction to, and 
acceptance of, the proposed trademark. 


september 1955 


Advertising agencies frequently _per- 
form this service for their clients, 
along with pre-testing of advertising 
and packaging. The expanding field of 
market research has also brought into 
being many excellent organizations 
that specialize in consumer surveys of 
all kinds. While many trademark own- 
ers may regard these surveys as the 
frosting on the cake, others would like 
to have this assurance of consumer re- 
action before they commit themselves 
to a sizable investment in a_nation- 
wide advertising program. 

Such testing is usually done when 
the search for a trademark has _ nar- 
rowed to a comparative handful of 
eligible names that have met all the 
many requirements previously  dis- 
cussed. It may be conducted door-to- 
door or in such other manner as is 
necessary to interview the particular 
segment of the buying public whose 
judgment you want. These surveys 
may produce the answer to many vital 
questions, such as: 


Does the proposed trademark suggest 
your product, or some characteristic of 
it, or of its use? 


Does it bring to mind any unpleasant 
associations? 


How easily will your mark be remem- 
bered, and for how long? 


Does the mark you propose using ap- 
peal to the consumer as an appropriate 
term for face soap, or cameras, or what- 
ever your product happens to be? 

Since the trend is increasingly toward 
the use of surveys in the merchandis 
ing of products today, it is conceivable 
that they may be more widely used to 
pre-test proposed marks as the search 
intensifies for the mark that will out- 
sell the competition. 

It is not easy to select a good trade- 
mark—one that is not only good legal- 
ly, but good in the sense of being the 
most appropriate you can devise to 
give the optimum assistance in the sale 
of your particular product. It takes 
time, patience, ingenuity, and often- 
times a lot of hard work. The tempta- 
tion is great to turn in desperation to 
a dark horse thought up on the spui 
of the moment. The emphatic answer 
to that is Don’t! There is no substitute 
for intelligent selection. The game is 
worth the candle. It could be that this 
trademark may be worth millions to 
you some day! m/m 
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Quality Zippos 
in many 
gracious Swg-—— 


models! 











Beautiful soft-finish chrome background for your insignia! 





Soon, your business will be saying 
Merry Christmas to its friends. Some 
will be valued customers ... and 
some your employees. A precious 
human relationship is involved in 
each gift. You'll want something with 
warm personality ...sure to be treas- ual 
ured. That means Zippos! work —always—or we fix it free! 
This year—with beautiful new 
styles not even in existence last 
Christmas—Zippo offers a true FULL 


mp0: 
RANGE for every remembrance. 


Handsome chrome-plated models Always works —or we fix it free 
ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 
te KK KKK KKK KKK KKK KK KKK KKK 


ZIPPO MANUFACTURING CO., Dept. M-629, Bradford, Pa. 
Please furnish complete information on FULL RANGE gift Zippos. 


where you give in quantity...new 
SILVER-FILLED and GOLD- 
FILLED for special giving... ster- 
ling silver and 14-kt. solid gold to 
honor top executives... magnificent 
desk models! Every genuine Zippo 
windproof lighter is guaranteed to 


Firm 
Name Position a 
Address 
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IT COSTS LESS TO 
PUSH A 
| BUTTON 
\ THAN TO PUSH 
A PENCIL 


There’s no longer any reason to 
put up with the high cost of slow 
manual methods to get the facts 
and figures you need for sales 
and distribution, accounting, pro- 
duction and other phases of your 
company’s operation. 

While electro-mechanical in- 
stallations may not be feasible for 
your company, there is a practical 
and economical way to take ad- 
vantage of today’s push-button 
techniques and avoid costly, time- 
consuming manual operations. 

Through sTATISTICAL, you can 
give your company the benefits 
of automatic methods— whether 
your operation is large or small. 
STATISTICAL has the latest electro- 
mechanical equipment plus the 
experience to do the job for you 
quickly, accurately and more 
economically than your office 
staff can do it. 

There’s no time like today 
to prove this for yourself. Our 
methods engineers will be glad to 
discuss your needs in confidence 

at your convenience. 

Ss {c Just phone our nearest 

office. 


STATISTICAL 


TABULATING COMPANY 


Established 1933 - Michael R. Notaro, President 





CHICAGO 
53 W. Jackson Blvd, 
HArrison 7-4500 


NEW YORK 
80 Broad Street 
WHitehall 3-8383 


NEWARK 
National-Newark Bldg. 
MArket 3-7636 


ST. LOUIS 
411 No, Tenth St. 
CHestnut 1-528) 


CLEVELAND 
1367 East 6th St. 
SUperior 1-8101 


TABULATING - CALCULATING - TYPING 


TEMPORARY OFFICE PERSONNEL 
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HUMAN RELATIONS 





EDITOR'S NOTE: 


1 tremendous amount of 


research is being done today on human 
behavior. Behind this research looms the 
fact that human beings are the most ex 
pensive (and valuable) of our business 
assets. Unfortunately, much of this social 
research is being done by groups working 
independently of one another. Findings 
are not always published. Significant facts 
are often buried in long and highly tech 
nical reports. In addition, many of the 
researchers are reluctant to have their find 
ings “popularized” by untrained observers 
who may distort them. 

With 
arranged with Dr. Donald A. 


these facts in mind, we have 


Laird, an 
Psychologist, to collect and 


of Human 


Industrial 


author this series Research 
Studies. Dr. Laird was formerly head of 
the Psychology Department at Colgate 
University, and Director of the Colgate 
Psychological Laboratory. Later, he was 
appointed Director of the Ayer Founda 
tion for Consumer Analysis, Philadelphia 


The numbers that appear in parenthe 


ses refer to source material texts. These 
are listed numerically under “Bibliog 
raphy” on page 30. 

es How much room is 


there for improvement in_ first-line 
For at least part of the 
answer top management should learn 
how the workers feel about their im 
mediate bosses. 

Workers strong 
about what they expect of a_ boss. 
When the boss comes up to these ex- 


leadership? 


have convictions 


pectations, production and morale 


When he 


there is often a cold war: worker in 


usually improve. doesn’t, 


EO AOL OE NBEO ss CRE ERE EEO RIE OR RT RD 


Do we need better 


difference, dissatisfaction, and, in many 
cases, subtle opposition. 
Management’s expectations of what 
first-line bosses should be jibe only 
ideas. Re 


search proves that there’s only a 50-50 


partly with the worker's 
chance that employees and top execu 
tives will agree that a particular fore 
man is a good leader. (3, 6) 

The firms represented in the follow 
ing case histories are mostly large, 
prosperous, and leaders in their fields. 
The records, which both _ praise 
and censure the firms, show their lead- 
ership to be spotty, i.e. effective in one 
section, but weak in an adjoining one 
Such ups-and- 
downs in a firm suggest that leadership 


has been of a catch-as-catch-can or in- 


doing similar work. 


spirational nature, not built on a solid 
base of operationally tested methods. 


WHO DISLIKES BOSSES— 
- AND WHAT HAPPENS? 


| he chart shows how well two groups 
of semi-skilled workers liked thei 
immediate bosses. They judged partly on 
the boss’s general personality, and partly 
on his methods. (14) 

Notice in the chart that a larger share 
of the office clerks disliked their imme 
diate bosses, which may reflect differences 
in the office and railroad situations. The 
ofice work was routine processing; the 
railroad gangs had an assortment of tasks, 
indicating the work situation is usually 
more satisfying when the workers do a 
variety of operations. (17, 18) 

The office clerks were younger than the 
railroaders, and were generally better edu 
cated. It 


is probable that) youthfulness 


MORE OFFICE WORKERS DISLIKE THEIR BOSS 





and education gave clerks higher job ex 
pectations which, when frustrated, placed 
the leaders in a less favorable light. (15) 

When a whole crew dislikes the boss, 
the situation is ripe for a fellow worker 
to emerge as the real leader. Then, the 
official boss sometimes becomes a_record- 
keeper and errand boy for the “natural” 
leader. It may seem surprising, but pro 
duction and morale often increase as a 
result, provided the nominal boss takes 
his role as chief clerk gracefully. 

Some firms try to prevent 
leaders from 
leader teams: 


“undercover” 
popping up by creating 
a technical expert, or task 
master, and a_ personable diplomat who 
patches up the ruffled feelings that his 
partner touches off. 

Such smoothing-out — is 
main function of the assistant 
or assistant to the executive. The danger 
in such an arrangement, however, is that 
the taskmaster may grow careless about 
his human relations, and become a _ lia 
bility beyond the aid of diplomacy. 


sometimes — the 
foreman, 


DOES BOSSES’ POPULARITY 
* SPUR PRODUCTIVITY 


| ke following chart shows worker reac- 


tion to human relations methods, not 


methods 








bosses ? 


personality, of bosses in 14 ofhce depart 
ments of a Kentucky factory. The findings 
were reported by Dr. Charles W. Lawshe, 
of the Occupational Research Center at 
Purdue University. (12) 


WHEN THEY LIKED THE BOSS PRODUCTIVITY WAS HIGH 











These ofhce workers readily and con 
sistently identified strong and weak points 
in bosses. Citing desirable human rela 
tions traits, these employees approved the 
boss who: 

Is easy to approach with a problem 

Isn't critical when something can’t 

be helped. 

Handles complaints promptly. 

Listens to employees’ suggestions. 

Explains how to avoid errors. 

Answers questions honestly. 

Discusses reasons for work changes. 

Recognizes individuals’ good work. 

Tells workers what's going on, 

In evaluating the over-all productivity 
of each department, such factors as these 
were considered: how much trouble the 
work group caused; how it could handle 
a rush job; how efficiently it could pro 
duce answers when needed. 

As the chart indicates, the seven depart 
ments whose workers perceived — their 
bosses as weakest in human relations aver- 
aged a productivity significantly below the 
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A manufacturer of high-precision parts, growing fast, had trouble get- 


ting quick reports for “efficiency rating of labor expense.’ 


> Manage- 


ment wanted to know—in a hurry—answers to questions like these: 
What is labor cost for each job? How should labor expense be dis- 
tributed? How is each department performing against standards? The 
company got real results from a new system that uses, among other 
innovations, the new Moore form called “Speediflo.” 





The Old System 

Formerly time cards and job cards 
were handled separately, and were 
under separate con- 
trol. The timekeeper 
hand-posted produc- 
tion figures. The work- 
ers handled individ- 
ual cards for every job 
they worked on; they 
also made certain cal- 
culations that man- 
agement reports were based on. There 





was considerable duplication and no 
positive tie-in between payroll and 
labor distribution. 


The New System 
Star performers are a combination 
Time Card and Job Card and the Daily 
Efficiency Report run off on the Moore 
Speediflo forms. 

A single card contains the time 
record for payroll and, on the reverse, 
job information. It’s the only card 
handled by the worker, the supervisor 
and the timekeeper. 








The timekeeper distributes the cards 
every morning to the employees. The 
employees “ring in” and, as they work, 
fill in job information on the reverse 
of the card. When leaving they “ring 
out” on the card. A supervisor collects 
the cards and the timekeeper readies 
them—by adding facts and making 
computations —for tabulating. 

Tabulating: Punched card facilities 
have expanded considerably. They in- 


clude 43 key punches, 13 electronic 
calculators and also a Moore Waterfall 
decollator, 2 Moore detachers and a 
check imprinter. 

The Report is run off on the 3-part 
Moore Speediflo. The form is engi- 
neered for the closest tolerance ever 
produced in the forms industry. It’s 
able to handle an enormous amount of 
information fast. There are 54 vertical 
rules on it. An IBM 407 prints a line 
for each job per employee, and total 
department figures are printed after 
the last man. 





The Daily Efficiency Report gives 
management the summary of informa- 
tion it wants: true labor costs (for 
estimating future orders) ; a tie-in be- 
tween payroll and labor distribution; 
an evaluation of employee production 
efficiency. 

Decollating has been speeded up to 
a rate never achieved before, with the 





Speediflo with new narrow carbon 


A revolution in forms is this 
Moore ‘first.’ Control margins 
do not clog or jam during fast 
tab runs, flow is uninterrupted. 
Parts do not creep or skid. One 
big user gets results, saves 
$8300 a month on form costs. 














new Moore Waterfall decollator. Part 
1 is a control for the supervisor; Part 2 
is a guide for time studies (never avail- 
able until now); Part 3 is a labor 
expense control, used by the Budget 
Co-ordinator. 


Savings and Gains 


Management has complete control over 
its labor statistics. Rates can now be 
established with true accuracy. Spec- 
tacular results were realized in savings: 
timekeeping hours were reduced 528 
hours a day; forms, reduced from 5 to 
1, saved $100,000 a year on costs; in 
decollating, & man-hours a day were 
saved. etc. If you'd like to read the 
complete story on this installation, 
write Moore Business Forms, or fill out 
the coupon and mail it to the Moore 
office nearest you. 


Pr ee ee ee ee ee ee ee ee ee ages 
l 1 
| MOORE BUSINESS FORMS, INC., Dept. MM-1 
Niagara Falls, N.Y., Denton, Tex., Emeryville, Calif. 
I ! 
; Please send me details of the system outlined. 
| ; ! 

| 
Name Title __. AS 
| 

i 
Company ascc acgeibeatioets 
| 
\ Street : sagt ! 
l 1 
City State 
Bi Sas a See Sow Sr a Low SV a rem a I bss eas ok eave to Sr ce in Saih si  Uine Ges" ap eae SA St Sea a 
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Speed truck deliveries 


with Ozalid copies... 


| Truck drivers often wasted hours waiting for invoices. 


Deliveries were delayed, customers complained... 


Now this food manufacturer uses a 
translucent order form, hand written. 
Terms, route, invoice number, prices and 
extensions are entered on the form. And 
Ozalid copies serve as invoice, packing 
slip, delivery receipt, sales records. 

Trucks are hours ahead of their old 
schedules. Delivery control is improved, 
errors avoided, invoicing time and costs 
greatly reduced. 


Ix your own company, you can find 
any nuraber of Ozalid applications which 
will do away with retyping, and copying 
on cumulative records and reports, order 
filling and purchasing. Ozalid speeds 
paperwork, saves time, frees employees 
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for more productive work. 

An Ozalid machine will copy anything 
written, typed, printed or drawn on any 
translucent (lets light through) material 

without photography. Reproduction is 
instant. A letter size copy takes less than 
a minute, costs less than 2¢—faster and 
cheaper than photocopying. And anybody 
can use an Ozalid machine. 

Ask the nearest Ozalid distributo: 
(see phone book) to show how Ozalid 
can help you. Or write 63 Ozaway. 
Johnson City, N. Y. In Canada, Hughes 
Owens Co., Ltd., Montreal. 

OZALID— A Division of General 


Aniline & Film Corporation .. . From 


Research to Reality. 





OZAMATIC (left) is a table 
model, handles sheets as 
wide as 16”, and can make 
up to 1000 prints an hour. 
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others. Six out of the seven departments 
where workers gave the least favorable 
reports on bosses produced below’ the 
lowest of the other departments. Appar 
ently these workers knew a good boss 
when they worked for one. 

Does the boss have an accurate idea 
of how his methods stack up with his 
work force? Dr. Lawshe found that. it 
depends upon the boss. ‘Those who were 
best aware of how their people sized them 
up, were usually the bosses who won the 
most favorable reports from their workers. 

On the other hand, the bosses who were 
weakest in human relations came farthest 
from the mark in knowing where they 
stood with their forces. ‘This suggests that 
their lack of sensitivity to what workers 
expected from them helped keep them at 
the bottom of the heap. 

Another study of 685 workers in a 
public utility ofice department revealed 
that slightly more than half of the em 
ployees looked upon their bosses as avet 
age to poor in handling people. (16) 

\ few companies now get the rank-and- 
file to size up a man who is being judged 
for promotion to leadership. The followers 
thus help select leaders, and they may 
give “thumbs-up’’ to those who are more 
aware of the way workers want to be 
handled on the job. 

In fact, when employment is plentiful, 
workers do select their bosses. If a boss 
doesn’t come up to their expectations, 
they quit and get a job under another, 
more pleasant boss. 


WILL A NEW CREW 
3. CHANGE A POOR BOSS? 


eae among workers on what they 
expect from a boss, gives management 
some practical objectives in leader-train- 
ing. Different crews doing similar work 
want about the same leadership qualities 
from their boss. This was tested with 
telephone installation crews in a_ large 
city by Dr. Jay M. Jackson. The study 
was part of the human relations program 
at McGill University, also supported by 
the Defence Research Board of Canada, 
with cooperation of both company and 
labor union involved. (7) 

These installers worked in  nine-man 
crews. There were clearly drawn lines of 
authority and communication in the or- 
ganization. ‘The workers understood these 
from long experience. ‘The supervisors 
had not been given training; in fact this 
analysis was a preliminary step in working 
out a training plan. 

Foremen who were judged superior by 
some crews switched places with foremen 
whose crews had reported them as below 
average. Four months later, leadership 
qualities of the same supervisors were 
again evaluated by the different crews. 

The chart shows what happened when 
two of the foremen traded crews. Both 
groups rated Tom a good boss and Joe 








Match your modern methods, 


your modern facilities . . . 
with this MODERN lectern 


= Tea 


gy) Phe 
jt - “ HI-1o 
ADJUSTABLE 
LECTERN 


The ideal lectern for 
every auditorium 
and meeting room 


@ The installation of this elec- 
trically operated, adjustable lectern in your 
auditorium or meeting room will reflect the 
prestige for which you want to be known 
if you’re proud of your auditorium, you'll 
take real pride in the Hi-Lo Lectern! 


Quiet, dependable and foolproof in oper- 
ation. Push-button control. Accommodates 
users of any height. Prices from $440. 
Write for literature, specifications. 


DETROIT LECTERN CO., INC. 
13336 Kercheval Ave. 
Detroit 15, Mich. 
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BLUE PRINT RACK 





foie: Pending. | 
5 Ft. Hi., 4 Ft. Wd., 3 Ft. Dp. 


$8950 


per Unit including 12 Plan Holders 


20 Exclusive Features including 
@ No Holes to Punch... Replace Any 
Sheet without removing other sheets. 
e@ Just Glide In... Glide Out. 
@ Holds Various Sizes of Prints and 
Thicknesses of Sets 
@ Can Hold as Many as 1500 Prints 
e PLUS 16 MORE FEATURES 
Order Your Glider 
Blue Print Rack Today 
or Write for Illustrated Brochure 


M@MAR 
INDUSTRIES 
4323 W.32nd St., Chicago 23, Ill. 
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SAME BOSSES GIVEN SAME RATING BY DIFFERENT CREWS 


BOSS 1 


mediocre. Similar results were found fon 
all other bosses who had swapped crews. 

These established crews apparently had 
an unwritten standard about what they 
wanted from their leaders \ new pei 
sonality did not change their expectations. 

One of the crews, accustomed to an 
exceptional boss, rebelled under their new 
one. Caution is needed where “their kind 
of boss” is taken away from the workers. 
Here’s what these linemen crews expected 
of their leaders: 


The good boss: The poor boss: 


Listens sympathett- Tells off the com 
cally and tries to plainant. 
remedy complaints. 


Discusses a worker's Humiliates him in 
mistakes in private, front of others. 
attempts to help 

him. 


Explains seriousness Bullies worker into 
of a_ broken rule, better behavior with 
gives fair warning, threats of discipline. 
ind considers the 

worker's side of the 

story. 


Knows the rules and Sticks to the rules 
interprets them in only when they suit 
the best interest of his purpose. 

his men. 


Explains work when Shrugs it off as no 
employee is puzzled. concern of his. 


Makes men feel free Impresses on them 
to air a grievance. that they'd better 
not dare 


Treats each man on Favors a certain 
his merits. few. 
Considers interest of Tries only to fw 


his men in top man- ther his own career. 
agement dealings. 


Takes a personal Takes no interest in 
interest in his men. them. 


HOW OFTEN ARE BOSSES A 
HIDDEN STRIKE MOTIVE? 


ii John James measured underlying 
motives of strikes at a West Coast 
port, as compared with those of striking 
employees of a similar organization in 
the same locality. (8) (next page, please 


September 1955 


SPOTLIGHT 


ON SUPERIORITY 











Ask your printer or paper merchant to show you the Rising group 
of papers .. . a superior sheet for everything from a wedding 
announcement to a stock certificate. Qualities up to 100% Rag 


RISING PAPER COMPANY...IN THE BERKSHIRES, HOUSATONIC, MASS. 


(Cirele 255 for more information) 

















How a Du Pont photocopy paper trims office costs 


Office managers of firms that file photo- 
copies are enthusiastic about a thin 
Du Pont photocopy paper, “Photo- 
Writ” W. 200 sheets of ‘‘Photo-Writ” W 
(on the right, above) take up less than 
half the space of the same amount of 
regular photocopy paper (left). 

With office space costs at an all-time 


high, cutting down on the area occupied 
by your filing cabinets can be a big 
money saver. ““Photo-Writ” W can cut 
that space by more than 50%! 
“Photo-Writ” W also puts a smile on 
the face of the mail-room boss — be- 
cause its lightness saves a pretty penny 
in postage. And photocopies on ‘‘Photo- 


Writ” W are durable — its 100% rag 
stock will take vears of punishment. 
Sound like the kind of savings you 
could use in your office? If so, now’s 
the time to get complete data on “Photo 
Writ” W. You can get full information 
about this and other Du Pont photo 
copy papers by sending us the coupon. 


Other Du Pont Photographic Products also serve industry 





PIPELINE WELDS are checked by this self- 
propelled x-ray machine. Inspectors use 
Du Pont X-ray Film because it withstands 
extreme temperatures, rough handling. 


DU PONT 


Photographic Products 


REG Us. Pat. OFF 


BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 
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NON-STOP TV SHOW is part of Du Pont 
research on phosphors used for tube faces. 
Du Pont produces top-quality phosphors 
for cathode-ray and ‘TV picture tubes. 


a a a a a 


E. |. du Pont de Nemours & Co. (Inc.) 
Photo Products Department, Wilmington 98, Delaware. 


[] ‘*Photo-Writ’’ W 
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PLANT MOVIES IN ROOM LIGHT are possible 
with high-speed Du Pont Type 931 16mm 
film. Here cameraman makes time and 
motion study without supplementary lights. 


{ Industrial X-ray Film 
[] Motion Picture Film 
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\ much larger share of the strikers were 
found to be dissatisfied with their rela 
tionships with the bosses, and felt that 
their bosses needed more improvement 
than did the non-strikers. 

There were other consistent differences: 
the strikers had felt dissatisfied a little 
longer; they were less certain of any im 
provement, and they thought it would 
take considerably longer to occur. 

Why didn’t the strikers come right out 
and include the bosses in their demands? 
hey considered it hopeless. The strike 
was called, on issues over which they felt 
they had most control—wages and senior 
ity rights. The bosses’ methods were not 
openly mentioned. 

This is an illustration of how a gripe 
can spill over to related things which are 
not primary causes—like a worker who is 
bawled out on the job, and punishes his 
children when he gets home. (13) 


BOSSES ARE OFTEN A HIDDEN STRIKE MOTIVE 























The torce of the boss’ motive can be 
gauged on six counts: 
1. Amount of dissatisfaction. 
2. Strength of dissatisfaction. 
3. Time before improvement is expected. 
1. Personal power to bring about — the 
change. 


5. How lone desire has existed. 


ra 

6. Certainty about realizing the desire. 
In the case cited, the strikers were a 

bit more strongly motivated than the non 


strikers on all six motives. (10) 


iS THE OFFICE WORKER’S 
ATTITUDE UNIQUE? 


he following chart may indicate why 

it is difficult to unionize white-collai 
workers. It summarizes attitudes of 1,792 
white-collar men, and 4,785 blue-collar 
men working at the same big city electric 
power company. (9) 

The color bars picture the relative ex 
tent to which the white-collar men’s pic 
ture of the boss was more _ favorable. 
Records from other firms indicate that 
the white-collar bosses usually get the top 
reports on such details. 

The reason may lie in the social dif- 
ferences in the two work situations. White 


methods 





Led US Pal OFF % 
wa 





records fo Liberty Storage Boxes. 








@ 25 Standard Stock 
Sizes ... special 
sizes made to order 

@ Patented Closure is 
easy-to-use, keeps 

@ Records are protected records clean 
against dust and @ Take years and years 
spilling of rough usage 


@ Highest quality 
materials throughout 

@ Systematic labeling 
makes locating any 
record easy 


Sold by all leading stationers 
Send today for FREE Catalog picturing 
and describing economical record storage 
products for every business. 


BANKERS BOX COMPANY 


720 S. Dearborn Street ¢ Chicago 5, Illinois 
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CAN MAKE 
ACCURATE 
OFFICE 
LAYOUTS 


Speed Work—Cut Planning Costs 
with 


CHART-PAK 


Office Equipment Templates 


Now do your own Office layouts the easy 
foolproof way—use Chart-Pak Templates— 
preprinted individual units of office furniture: 
desks, tables, chairs, filing cabinets, utility fix- 
tures. Scale 14” to 1'0”. 

Chart-Pak Templates are self-adhering. You 
can stick them on, pick them up, use them 
again and again. You make all the changes 
you want, any time you want, in your com- 
pleted layout. You can plan layouts quicker— 
easier. The finished job can be done profes- 
sionally by the most inexperienced help in 
your office. Your finished layout can be eco- 
nomically reproduced by all photocopy or print- 
ing processes. 

Exclusive! New! transparent plastic lay- 
out boards and transparent office furniture 
equipment templates which can be typed, 
written pen or pencil) or drawn upon! 
Chart-Pak materials also available for or- 
ganization or flow charts, plant layout, or 
j} graphic charts. Write for details or use 
coupon. 





] trace marx 


CHART-PAK, INC. 
1 100 Lincoln Ave. * Stamford, Conn. * Dept 961 
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Keep expensive steel file space | 
active by transferring inactive 


Liberty Boxes are best because— 


OFFICE WORKERS LIKED THE BOSS BETTER 
THAN FACTORY WORKERS 


CHARACTERISTIC 
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“Boss reasonable in expectations’ 
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“Has interest and understanding 20% 
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collar work usually enjoys greater social 
prestige, even at lower pay, than does 
blue-collar employment. Satisfaction from 
this prestige may extend to white-collar 
workers’ attitudes toward the boss. 

By the same token, blue-collar workers’ 
unspoken concern about the lack of pres- 
tige in their jobs may result in a trans- 
ference of hostile feelings to the boss. 

It may be that the blue-collar boss needs 
better leadership skills than do many 
white-collar bosses. Upgrading the pres- 
tige of a job may make the leadership 
more effective. (11, Chapter 12) 

There was only one respect in which 
the blue-collar workers in this utility had 
a more favorable picture of the boss. 
Slightly more of them were satisfied with 
the responsibility given them in their work, 
possibly because they were less ambitious 
than the white-collar men. However, blue- 
collar work did provide a greater variety 
of operations for each worker. On the 
other hand, job-simplification had been 
used intensively in the offices. 

Partly as a result of this finding, this 
firm tested a program of enlarging some 
of the office jobs which had previously 
been simplified. J. D. Elliott reports that 
the experiment increased output. (2) 


WHAT HAPPENS TO A CREW IN 
. A CHANGED WORK SITUATION? 


r ven when he is leading the same peo- 
ple, at the same rate of pay, a change 
from one type of work to another may 
require different leadership characteristics 
from the boss. 

Dr. Launor Carter and colleagues, in a 
laboratory study made for the Office of 
Naval Research, have demonstrated the 
shift of forces when a crew changes from 
assembly to conference work. Eight naval 
cadets made up each group. No one else 
was in the room. Their interactions were 
watched through a one-way glass. Their 
voices were picked up by microphones. (1) 

These crews had only a slight acquain- 
tance with each other at the start. Each 
man had been studied in other groups. 
In these final squads the cadets were 


‘‘Whadaya mean pay invoices twice? 
Only a fool would do that!” 

“Or someone unaware he was do- 
ing it.” 

“Unaware? We stamp ’em when we 
pay ’em. How could you put one 
through again?” 

“By removing the paid stamp — 
anyone can do it — and submitting 
the invoice for repayment. Or by sub- 
mitting a duplicate invoice, which is 
normally issued, for payment backed 
by validating papers accidentally or 
intentionally not canceled when the 
original invoice was paid.” 

“But all my employes are honest.” 

“Every business has honest em- 
ployes. Yet fraud costs American busi- 
ness half a billion annually. Some of 
those ‘honest’ employes are stealing. 
Look, you don’t expect to have a fire. 
Yet you guard against it. Well, fraud 
costs 3 to 5 times more every year 
than fire. Doesn’t it make sense to 
guard against it?” 

“Why do you think it can happen 
to me?” 






Cummins 











“Because you’ve probably got the 
symptoms. Few businessmen can 
honestly say their businesses never 
paid invoices twice. . . never suffered 
some form of inventory shrinkage — 
either through accident or fraud. 

“Look . . . there are only three 
places fraud can occur: in cash re- 
ceipts, in cash disbursements, and in 
material shipments. From 70 to 80% 
of all fraud losses occur in cash dis- 
bursements. And that’s where the 
Cummins invoice canceling system 
comes in. It prevents duplicate pay- 
ments.” 

“Hmm. . . how does this system 
work?” 

For full information on how the 
Cummins invoice canceling system 
works, mail coupon below. 





Cummins Invoice Cancel- 
ing Perforator cancels in- 
voices, supporting papers 
with holes you can read, 
virtually eliminates dupli- 
cate payment of invoices. 





CUMMINS BUSINESS MACHINES 
Division of Cummins-Chicago Corp. 


Cummins 
Business 
Machines 
ellis is EP 
sales and 
service offices Firm 
in principal Address 
cities 


Dept. MM-95, 4740 N. Ravenswood Ave., Chicago 40, Ill. 


Please send information on Cummins invoice canceling system. 


Beer RS Wc ae ae oe 
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Are your business machines 
delivering all they could? 











You have a lot of money invested in business ma- demands of the machines themselves? 
chines. The manufacturer built them carefully to do Roytype, a department of Royal Typewriter Com- 
various office jobs. pany, makes quality supplies for all business ma- 
But how can they deliver what you want them to, chines. They are listed below. They can save you 
if the inked ribbons, carbon papers, and mimeograph money. They can produce better work. They can 
supplies you use do not live up to the mechanical help you produce this work faster. 
INKED RIBBONS CARBON PAPERS 
typewriter tabulating typewriter colored carbons 
adding machine checkwriting pencil carbon rolls 
addressograph eradicator special carbons for carbon ribbons 
hectograph photostat reproducing machines register rolls 
duplimat blueprint spirit duplicating carbon binders 
transfer posting gelatin hectograph billing carbons 
unit masters bookkeeping machine rolls 
Mimeograph supplies . . . type cleaner .. . spirit fluid ... dust covers... 
hand cleaner . . . Pedestaleg®. . . typewriter pads . . . brushes 
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Call 


your ROYTYPE Representative... 


.0ook under ‘Typewriter Supplies” in the classified telephone directory 


Roytype,® a department of Royal Typewriter Company, division of Royal McBee Corporation 
(Circle 286 for more information) 





grouped so that all the men in the squad 
had about equal leadership potential. 
They worked without an assigned leader. 
These leaderless groups made it possible 
to observe the spontaneous interactions as 
the work progressed. 

The squads divided their time equally 
between assembling bridges and observa- 
tion stands and other work in conferences. 
Both types required them to solve prob- 
lems: completing an assembly—or reaching 
a decision. 

The study showed a large difference in 
their interactions. When construction was 
their goal, they became followers — imi- 
tated others, asked questions, and, at 
times, helped others. 

This type of interaction was almost miss- 
ing when the same men were “in confer- 
ence.” They proposed courses of action, 
asked the other fellow’s opinion, sought 
information, agreed with others. 

Arguing (included in miscellaneous) 
accounted for 10° of the conference inter- 
actions, but for only 2% while on the 
construction jobs, which indicates that a 
conference leader may have greater need 
of diplomacy. 


HOW DOES GROUP SIZE AFFECT 
.- THE LEADER’S TECHNIQUE? 


SUCCESSFUL LEADER OF LARGE GROUP 
MAY LOSE CONTROL OF SMALL —s, 
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trong signs indicate that success in lead- 
S ing a small group may not necessarily 
carry over to a larger one. 

Take the analyses of such diverse oper- 
ating groups as machine shop crews, base- 
ball teams, airplane crews, prisoner-of-war 
groups, church clubs, parent-teacher 
groups, and office cliques. 

Members rated the leader good or ex- 
cellent in 365 of these groups. Of these 
superior leaders, 184 led groups of more 
than 30 members. A comparison between 
successful leaders of large and small groups 
made by Dr. John K. Hemphill was based 
on 70 leader methods. It was found that 
the size of the group made a real differ- 
ence in the usefulness of 47 out of the 
70 procedures. (5) 

These 47 can be lumped into two broad 
classes. One reflects a greater demand for 
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reliability, predictability, and 
even moral and physical courage in lead- 
ing a larger group. Situations calling for 
these characteristics are apparently less 
likely to arise in a small group. 

The other shows a need for a leader of 
large groups to be firm and impersonal. 
For example: he was seldom lax, never 
allowed exceptions to the rules, rarely ex- 
plained why he did things, listened less 
to the others, had less consideration fo1 
individual members. 

These findings indicate that the larger 
groups were inclined to be leader-cen- 
Che small groups functioned better 
when they were led in a member-centered 
fashion. A large group may tolerate re- 
strictive methods which would throw a 
smaller group into a tailspin. 

Such findings help us understand why 
the successful leader of a small crew may 
be a ‘‘washout’” when promoted to divi- 
sion head, or why the vice president may 
do more harm than good when he at- 
tempts to “sell” a pet notion to a small 
roundtable meeting. The leader’s methods 
apparently need to be tailored to meet 
needs of the particular group he faces. 


strength, 


tered. 


8 HOW MANY BOSSES ARE 
“SUCCESSFUL’’? 


inancial profit alone does not indicate 
a successful boss—it may obscure human 
relations methods which can_ jeopardize 
future profits. As General Motors Corpo- 
ration reminds its executives, it takes 
followers to make a leader. 

This chart is based on Dr. Hemphill’s 
analysis of the leadership of 500 existing 
groups with 15,000 men and women fol- 
lowers (or members) whose average age 
was 30 — the widest sample available. 
According to members, 135 of the leaders 
ranged from only fair all the way to down- 
right bad. (4) 

Some of the over-all results of this mix- 
ture of good and poor leadership are re- 
flected in this chart. The majority of 
followers felt they were acting on their 
individual responsibility with no depen- 
dence upon the leader. They would take 
a day off to go fishing, even when the 
boss was driving to cut down absenteeism. 

Fully half of leaders have little influ- 


WHAT THE WORKERS FELT ABOUT THE BOSS 






36% Some dependence 
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Burroughs Sensimatics can cut your accounting costs 





Would you ever guess that a small re- 
tail store would invest in the same 
type of accounting machine as The 
Rath Packing Company? 

It’s happening. Thousands of small 
businesses have discovered Burroughs 
Sensimatic Accounting Machines —be- 
cause these same machines that work 
wonders in corporate accounting can 
also save money for the little man. 

Dubs 
Brunswick, Georgia, found they could 


Jewelers, for example, of 


completely mechanize with just one low- 
cost Sensimatic. Instead of using the 


machine for its exceptional speed (as 
Rath does) Dubs uses it as a jack-of- 
all-jobs — because a Sensimatic is 
several machines in one. 

To be so versatile—and still have 
the speed that saves money on big- 
volume jobs—each Sensimatic is built 
with an _ exclusive, interchangeable 
“sensing panel’’ that guides each error- 
proof movement. With it, this machine 
is more automatic, and thus faster on 
any job. And, because each panel has a 
four-job capacity, it’s the same as 
having four specialized machines. To 

(Circle 208 for more information) 


do still more jobs, or quickly change 
your system, you simply switch panels. 

If your accounting costs are out of 
line, knock them down now. Just look 
for our listing in your phone book. 
Burroughs Corporation, Detroit 32. 


“Burroughs” and “‘Sensimatic’’— Reg. T-M’s 


Wherever There’s 


Business There’s | Burroughs 
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Press a button on new Recordak ID Microfilmer . . . you get pictures of customer, check and identification 


NOW...complete id 
made instantly on | 





Here’s important news if you’re cashing 
checks for customers; if you have a plant 
security program ... or need an identifica- 
tion record for any reason! 


Now, with the new Recordak ID Microfilmer, you 
can get a complete picture record faster, easier, and 
more economically . . . on L6mm film. 

Imagine . . . photographing 4 persons, their checks 
and identifications for less than one cent; or 16 checks 
and identifications for the same price. 

The operation is surprisingly simple: Just sight the 
customer in the viewfinder on the side of the ID 
Microfilmer and press the button. 


Now look at the advantages— 


Supermarkets, retail stores, hotels, etc. will drop 
the work and risk out of check cashing. 

No longer will you have to make a written deposit 
slip describing all checks received. And if one check— 
or the day’s total—is lost you can support your claim 
with the film records; or with large-size photo prints 
made from them. Also, you'll deter “bad check” 
artists. Customers don’t mind the picture taking when 
they learn it makes your check-cashing policy more 
liberal and economical. 


Manufacturing plants will get valuable extra pro- 


entification records 
ow-cost 6mm film 


tection against users of forged or stolen credentials; 
will eliminate manual record keeping; will handle 
visitors faster. 


Personnel departments, too, will find the ID ideal 


for keeping a record of employees. 


Car rental agencies, colleges, police depart- 


ments — practically every type of business—can put 
this sensational, low-cost microfilmer to work profit- 
ably. Get all the facts soon. **Recordak’’ is a trade-mark 


=RECORDEK 


(Subsidiary of Eastman Kodak Company) 


originator of modern microfilming— 
and its application to business routines 


r————————MAIL COUPON TopaY————————— 


R-33 
RECORDAK CORPORATION 
(Subsidiary of Eastman Kodak Company) 
144 Madison Avenue, New York 22, N. Y. 
Gentlemen: Please send folder describing 


Recordak [ID Microfilmer. 
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Company Position 
Street 

City State 
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ence that their followers can detect. This 
becomes more significant when we recall 
that the successful leaders are also in- 
cluded in the report. 

Chere was only one out of eleven lead- 
ers upon whom the followers felt depen- 
dent. Some of these faithful followers may 
have been dependent for such personal 
reasons as their own lack of self-confidence, 
or expectation of political favors. In 
other instances, it could be due to the 
character of the group, as in a religious 
assemblage organized around a_ single 
dominant leader. 

That dependent 9% would be most re- 
sponsive to paternalism and fringe bene- 
fits. But to the independent majority, the 
benefits might be something they hoped 
to win, not something to motivate them 
to more faithful attendance or toward 
higher productivity. 
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Casper M. Bower 


General Mgr., Facsimile Equipment Div. 


Air Associates, Inc., New Jersey 


Mr. Casper M. Bower, General 
Manager of the Facsimile Equip- 
ment Division of Air Associates, 
Inc., Teterboro, N. J., is an 
authority on facsimile communi- 
cations. A pioneer in the de- 
velopment of commercial equip- 
ment, Mr. Bower first became 
associated with the business in 
1939. He formed Winchester 
Industries Company in 1952 
with the main objective of con- 
verting the then existent com- 
plex facsimile design into sim- 
ple, easily operated, practical 
office equipment. 
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What management should know about 


a ''building block" 


QUESTION: Just what is meant by the 
term “facsimile equipment’? 
ANSWER: A ‘facsimile’ machine is pri- 
marily an electro-mechanical unit capable 
of transferring an exact copy or replica of 
any material from one place to another 
over a distance of inches or miles. By 
material, I mean sales vouchers, shipping 
invoices, purchase orders, galley proofs, 
engineering drawings, or what-have-you 
anything that will fit into the size 
limitation of the unit. 


QUESTION: In other words, it’s a copy- 
ing machine with an original to be cop- 
ied at one location and the copy com- 
ing out at another location? 


ANSWER: That’s not too accurate. Facsi- 
mile equipment provides a method of 
transporting data via electrical impulses. It 
is not a method of reproduction per se. 

Actually, my own policy is to discour- 
age the use of the term “facsimile” for 
this equipment because I feel it is confus- 
ing. It is not a mere copy-maker. It 
doesn’t compete with a spirit-duplicator or 
a mimeograph machine. 


ment operate? 


ANSWER; I will use as an example a re- 
cently developed machine. It is slightly 
larger than a typewriter and weighs less 
than 100 pounds. The machine “looks” 
at the data to be transmitted in the way 
a TV camera “looks” at a scene. The TV 
picture is placed only momentarily on a 
screen, whereas in the case of ‘‘facsimile,”’ 
the original data is permanently recorded 
perhaps hundreds of miles away on the 


in office automation 


paper of a companion facsimile machine. 


nail’ sketch of the actual mechanics of 
the operation? 


ANSWER: Well, to operate it, any docu- 
ment up to the size of 814” x 14” is placed 
on a scanning drum in the machine. Then 
a transmit button is pressed to begin the 
drum rotating. The machine’s photo-cell 
“looks” at the data to be transmitted and 
converts what it sees into electric im- 
pulses. These are amplified and trans- 
mitted over wire or microwave circuits to 
one or more companion machines at vari- 
ous locations. Here, the electrical im- 
pulses are through chemically 
treated paper to reproduce the original 
information. 


passed 


QUESTION: To what general purpose is 
this machine directed? In other words, 
what’s wrong with present business 
communication procedures that fac- 
simile equipment can cure? 


ANSWER; [It’s not so much what is wrong 
with present-day business communications, 
it’s rather industry’s tremendous growth 
which has created acute communications 
problems. Recently, one publication came 
up with an expression “Paper Work 
Sclerosis” which they used to describe the 
slowing down of the transfer of paper 
work in business. This “disease” is the 
cause of many types of headaches in 
big business today. Once a business gets 







large, the moving of important paper work 
becomes more difficult. When this hap- 
pens, there develops a lack of data on 
which to base decisions. As a result, de- 
cisions are delayed or issued on unsub- 
stantiated or incorrect facts. Once a com- 
pany is hit by this malady, costs are bound 
to increase—and these are costs not easily 
traced or reduced. Facsimile can help 
this situation. 

The concept of office automation is a 
trend in the right direction; it immediately 
exposes the fact that the telephone and 
telegraph cannot alone handle the job to 
be done. Equipment is needed to trans- 
fer vital data quickly, economically, and 
in permanent form, error-free. Here is 
where the facsimile machine comes in. 


QUESTION: For what specific business 
operations is facsimile equipment par- 
ticularly useful? 


ANSWER: We only have a partial list 
of all the actual operations for which a 
facsimile can be used because of its new- 
ness to business. And we aren’t just in- 
terested in use per se. The specific cases 
I can give you all show how the unit is 
better than any existing method of “rec- 
ord” communication. For example, in the 
case of branch banking, important infor- 
mation such as changing volumes of sav- 
ings and loans must be daily forwarded 
in exact form to the main bank for proper 
control. Facsimile is quick and _ precise. 
It can be set up between branches miles 
away, and is a permanent record. In pub- 
lishing, the unit can transfer editorial 
copy or layout from the composing room 
to the editor for a last-minute check. 
Many publications have their printing 
done in plants many miles away. Think 
of what that can mean to an editor. He 
can sit in his office and just go over what 
the composing room has done to the pub- 
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means Todd Methods Study 





And Todd Methods Study can mean the difference 
between safety and danger for your company funds. 
It can put your whole bookkeeping operation 
under control and on a smooth-flowing basis. 

If you want to reduce your payroll preparation 
work, create better employee-employer relations, 
and safeguard your company against loss by theft, 
forgery, and embezzlement, mail the coupon. It 
may be one of the most worthwhile things you've 


done for your company in years. 
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lication’s pages without any intermediary 
handling or long in-transit delay. 

The facsimile unit can also be used to 
transmit last-minute engineering changes 
in the form of drawings and technical in 
structions to the production department of 
an industrial plant. It can be used in 
wholesale and retail operations to process 
customers’ orders or as a control, ordering 
movement of stocks from the warehouse 
to the store. 


QUESTION: The machine, as described 
so far, sounds something like a cross 
between a teletype and a wire photo. 
How is it better than these two? 


ANSWER: Business facsimile equipment 
is an outgrowth of the wire-photo inven 
tion, but designed especially for the func 
tion of business record transmission. Com 
pared with teletype, facsimile eliminates 
the possibility of human or electrical error 
into its final product. It cuts clerical costs 
because it operates automatically though 
unattended, and eliminates the need for 
extensive proofreading in order to check 
any errors. 


QUESTION: Getting back to the opera- 
tion of the system, can messages be sent 
from either end of the wire? 


ANSWER: Yes, the basic facsimile ma- 
chine is a two-way, single package unit. 
Then, of course, you can mix in what we 
call “slave units” which have the capacity 
to receive but not to send. ‘The equip- 
ment is very flexible and is simple to set 
up to fit an organization’s data-transporta 
tion needs. For instance, if the company 
wanted an immediate record established 
in its accounting office of all the sales trans- 
actions being transmitted between branch 
sales offices, a “slave unit’’ could be set up 
for that purpose. 


QUESTION: How long does it take to 
send a message? 


ANSWER: Actually, a full 814” x 11” 
page would take 314 minutes to transmit. 
If the machine is required to transmit a 
14” document, it would take approxi- 
mately 4 minutes. We have worked out 
a formula for the 360 r.p.m. machine 
which puts its capacity at about 314” 
per minute. 


QUESTION: If a company had its main 
ofiice in New York and a branch in Los 
Angeles or San Francisco, could the 
equipment in use today be a practical 
means of transmitting information? 





ANSWER: Definitely yes. A two-machine 
system is now being used by a leading auto 
manufacturer between its plant in De- 
troit and San Francisco. 


QUESTION: In connection with the dif- 
ficulties of transmission, just what is 
the difference between wire and micro- 


wave circuits? 


ANSWER: \ficrowave circuits are wholly 
owned and operated by individual or 
ganizations, although their use is limited 
to utility-type operations such as pipe 
lines, railroads, etc. Microwave is an ex- 
cellent vehicle for facsimile. ‘Telephone 
lines are, of course, available through the 
facilities of the American Telephone Co., 
its operating subsidiaries, and independent 
companies. ‘The telephone companies of- 
fer lines of varied quality and their rental 
rate varies in proportion to the quality. 
For communications within buildings, a 
private wire is used. 


QUESTION: Which kind of facsimile 
equipment is more practical for a busi- 
ness operating principally in the 
United States? 


ANSWER: Generally speaking, the 180 
r.p.m. machine is recommended for long 
distances, merely because it can use a 
line of relatively low quality that rents 
for a lower rate than the higher quality 
lines. In the case of intra-city communi- 
cations, i.e., up to 3 or 4 miles, we sug- 
gest the 360 r.p.m. machine, because sheer 
economics justifies the higher speed. The 
higher quality line is necessary for this 
machine. 


QUESTION: Probably the most impor- 
tant consideration in the employment 
of any new system for a businessman is 
whether the advantages will offset the 
additional cost, and whether the new 
system will reduce present cost. How 
will the facsimile equipment affect the 
businessman in his pocketbook? 


ANSWER: A facsimile system can definitely 
cut overhead costs by eliminating many 
steps required to transport office mem- 
oranda, invoices, vouchers, etc., as well as 
by the reduction of typing, proofreading, 
and copying. The automatic operation of 
the facsimile machine permits a substantial 
saving in clerical hours. But what is per- 
haps more important is the saving in 
executive hours by getting vital informa- 
tion to the decision-makers quickly. For 
instance, the Tennessee Valley Authority 


methods 





has installed the latest facsimile equip- 
ment available today between  Chat- 
tanooga, Tennessee, and Wilson Dam in 
Alabama, 180 miles away. This system, 
used over a microwave circuit, has con- 
siderably accelerated the flow of data neces- 
sary for the control of electric power, 
floods, and irrigation. On a day in which | 
21 transmissions were made, total accu- | 
mulated facsimile operation time was only | 
1.4 hours, against estimated teletype op- | 
eration for the same messages of 5.6 hours 

(4 times as long). Telephone dictation | 
with confirming “read back” would have | 
taken 14 hours. 

Here’s another illustration: A_ well- 
known New York magazine recently in- 
stalled two facsimile machines which link 
the New York editorial offices with its 
printing plant in Connecticut. Result: 
substantial daily savings in messenger 
time and possible elimination of messenger 
service between the two points. A maga- 
zine spokesman estimates that the two 
machines will pay for themselves in a short 
time. On a weekly production schedule, 
the magazine is also saving many valuable 
salary hours that formerly were necessary 
on an overtime basis. 
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QUESTION: Perhaps this final question 
will seem unfair—or impertinent— 
after all you’ve said, Mr. Bower. Speak- 
ing candidly, would you say facsimile 
is completely practical today—are all 
the “bugs” out—or is it still “experi- 
mental’? 





ANSWER: It’s just as practical as the 
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See your Office Supply Dealer 
GEORGE B. GRAFF CO. 


54 Washburn Avenue 
Cambridge 40, Mass. 
(Circle 225 for more information) 
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_-FREE-NEW TIPS 


for testing 
records workers 


Psychological tests increasingly are being used 


for 


guidance in selecting and promoting 


records workers. 


Record Controls offers you a chance to learn 
more about such tests, the many, many kinds, 
their proper design, administration and ulti- 
mate usefulness. 


This brief little folder gives case histories, 
helps one determine what scores mean in terms 
of employee efficiency. It tells about the length 


of such tests, the harm done in too short or 


too 


long a test. 


It summarizes the basic essentials of all such 
testing and clearly defines the benefits. 


Every office manager, personnel director or 
file supervisor should have a copy—It's FREE 
for the asking—Just write for the July-August 


copy of Record Trends. 


RECORD CONTROLS, INC. 


209 E. La Salle St. 
516 Fifth Ave. 
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A nationally-known skilled method 
for developing efficient records sys- 
tems, featuring “on the job” train- 
ing. We do not sell supplies or 
equipment. 


Chicago 4, Illinois 


(Circle 252 for more information) 
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HOW TO USE 


Key Man Insurance 


by Paul Brower 


Advanced Underwriting Specialist 
Mutual of New York 


me he Chairman of the 
Board of one of the country’s leading 
financial reporting houses says, “The 
success or failure of a business enter- 
prise is more dependent on manage- 
ment than any other factor—and the 
crux of successful and profitable man- 
agement is key men.” 

Alert businessmen everywhere recog- 
nize the value of a key man as an 
income-producing factor. And_ they 
recognize the economic loss or financial 
strain that a can suffer 
through the premature departure of 
such a man. In many instances, these 
businessmen have been prudent enough 
to provide themselves with indemnity 
against such loss, through the purchase 
of key man life insurance to help them 
procure the best possible manpower 


business 


replacements. 

In today’s highly competitive busi- 
ness set-up, businessmen and businesses 
are being alerted to another highly im- 
portant key man “hazard’’—the possi- 
bility of losing key men to other com- 
panies (and in many minds this con- 
tingency causes far greater concern 
than the death contingency). ‘To meet 
the requirements of this situation, we 
see an extension of the use of key man 
insurance in three areas: to furnish 
funds that can indemnify the business 
against the economic loss that stems 
from the “loss” of a key man; to fur- 
nish funds that can provide retirement 
pay to a key man who has served the 
business through an active career; and 
to furnish funds that can create a death 
benefit for the immediate family of a 


deceased key man. 


Here are the ways in which a busi- 
ness organization can use key man 
insurance to provide employee benefits 
for top personnel on a selective basis. 
1. Retirement Income: If the em- 
ployee lives to retirement age, the cash 
values in the policy contract can pro- 
vide retirement pay benefits (in addi- 
tion to those which might be estab- 
lished under some employee benefit 
The the 
appropriate time, be settled under the 


plan). cash values can, at 


usual installment payment methods. 
The payments can be set up so that 
they pass from MONY to the em- 
ployer, who can then pass them over 
to the employee as retirement pay. 
Under the key man 
insurance set-up, the employee pays no 
income tax on the premiums paid by 
the employer, and the employer gets 


no deductions as he pays them. No one 


conventional 


pays a tax on the cash values during 
the years the policy is in force, as they 
build the reserve which makes the re- 
tirement pay possible. When the em- 
ployer passes the retirement income 
payments to the employee, they will 
be deductible, in full, for income tax 
purposes (even though they will be 
received by the employer under the 
favorable tax rule applicable to such 
installment payments). The payments 
will be regarded as fully taxable in- 
come to the employee. 


2. Death Benefit: When a key man 
dies, an employer can dip into the tax- 
free death proceeds of the key man 
contract (lump sum payments of death 
proceeds are ordinarily income tax 
exempt to the beneficiary) to the ex- 
tent of $5,000, and pay this to the 
widow as an _ income-tax-free death 
benefit. This $5,000 of tax-free income 
in her hands might be looked upon as 
the equivalent of $7,500, $10,000, or 


RETIREMENT 


FOR DEATH 


SALARY BENEFITS 


even more, depending upon the level 
of income tax rate reached by the hus- 
band-employee. The employer can take 
an income tax deduction for this pay- 
ment. Even if the employer (corpo- 
rate) is taxed at a rate no higher than 
30%, it would mean that, because of 
the key man insurance, he saved Fed- 
eral tax dollars to the extent of 30% 
of $5,000 or $1,500. This $1,500 would 
go a long way towards offsetting the 
premium payments made by the em- 
ployer during the payment period. 

3. Salary Continuation: Beyond the 
income-tax-free $5,000 death benefit, 
an employer might wish to continue 
the salary of a deceased (prior to re- 
tirement) employee for a limited per- 
tod. He could the tax-free life 
insurance proceeds for this purpose. 
The law suggests that a limited period 
means about two years, as the period 
over which salary might be continued. 


use 


For instance, if a key man were earn- 
ing $20,000 a year, it might be reason- 
able to pay as much as $40,000 to the 
widow. Actually, it need not be paid 
Phe $40,000 


salary might be paid in amounts of 


in two vears. two-vear 
[hese 
the 


$5,000 over an 8-year period. 
payments 
widow and deductible to the employer, 
unless it could be established that the 
payment was intended as a gift. 

A big advantage to the employer lies 
in the fact that the employer having 
tax-free 


would be taxable to 


received dollars save in- 
come tax dollars through the deduc- 


tions he gets when he pays the benefits. 


can 


Here, too, the tax dollars saved will 
tend to offset the premium dollars paid 
out by the employer. 


Deferred compensation contract 
The employer and employee have 

the option of setting up a so-called de- 

ferred compensation contract. Often, 


methods 

















































they do not; in that case, action is 
taken formally when the contingency 
arises. In some cases, the parties re- 
gard a formal contract as desirable. If 
so, it should be prepared by personal 
counsel. If the parties execute such a 
contract, it seems wise from a tax point 
of view to make no reference to the 
key man life insurance contract, or to 
tie it in, in any way, with the terms 
of the contract. The reason for this is 
to make sure, (at least under current 
law) that no part of the premium pay- 
ment is now taxable to the employee. 





The usual key man insurance set-up 
calls for the business to apply for, own, 


pay for, and be the beneficiary of, the 
individual insurance contract on the 


lives of the covered individuals. The | 
types and amount of the several con- | 
tracts would depend, in part, on the | 
amount of the benefit to be provided, | 
the time at which ine benefit is to be| 
provided, and the age of the individual. | 


Why insurance pays 


Sometimes, businessmen say, “Why 
put money into premium dollars —| 
we can put our money to more pro- 
ductive use in the business.” In saying 


this, have they considered the tax im-| | 


pact—the dollar position before and 
after taxes? And, do they realize that 
the premium dollars are protecting the 


very people who are responsible for the 
dollars the business earns? 

Key man insurance puts earnings to 
work without worry about business 
chance or taxes. And the return of the 
dollars spent for insurance, if analyzed, 
may prove far more attractive than 
businessmen imagine — for one thing, 
reserves under the insurance contract 
accumulate at a tax-free rate of 214%. 
For a second thought, we must recog- 
nize the fact that, because of these 
annual, tax-free accumulations, the 
cash values, will, in time, equal the 
policy reserve. And, of course, at all 
times, whether in the early years or 
the late years, the face amount is pay- 
able at death, on a tax-free basis. 

Key man insurance is good for the 
business and it 1s good for the key 
man. During the man’s working years, 
the policy provides the business with a 
valuable asset, and at his death or re- 
tirement, it provides valuable benefits 
for the man and his family. m/m 


September 1955 





At $800 a week, the company’s top man is 
a real bargain. He works hard at the right 
things, gets a lot accomplished. 

At $80 a week, this plant electrician 
(Sam’s his name) is an extravagance — 
because he doesn’t have enough to do. 

Sam totes his tool box into a number 
of departments each day. Sometimes he 
finds work, sometimes he doesn’t. When 
the reports come in (two weeks later), 
there’s no sure way of telling whether he 
pulled his weight or not. He’s chalked up 
to “overhead” ...and a potential bit of 
profit gets lost in a catch-all figure. Year 
after year. 

How to get your money’s worth out of 
Sam? With Keysort punched-card account- 
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ing. Keysort will give you a daily break- 
down of indirect labor (including main- 
tenance) by department. Knowing the 
facts on time, you can keep costs on target 
by spotting wasted man-hours, pinning 
down undue fluctuations. 

A McBee Keysort installation can give 
you comprehensive, accurate reports on 
every phase of factory operation, and 
give them to you fast. On your desk 
monthly, weekly, daily — depending on 
your needs. Whether yours is a payroll of 
thousands or a 100-man branch plant. At 
remarkably low cost. 

The nearby McBee man can show you 
how it’s done. Jt will take him one hour, 
from start to finish. Phone him, or write us. 


® 


Punched-card accounting for any business 


Manufactured exclusively by The McBee Company, Athens, Ohio ¢* Division of Royal McBee Corporation 
Offices in principal cities * In Canada: The McBee Company, Ltd., 179 Bartley Drive, Toronto 16, Ontario 


(Circle 239 for more information) 

















NOW! 


Quickly, Easily, Effectively Destroy confi- 
dential papers, records in your own office! 





NEW " Bautat 10 


portable shredding machine designed especially 
for office use! Quiet, compact, streamlined! 


Never before an office shredding 
machine combining the speed and 
economy of the new SHRED- 
MASTER BANTAM 10. Anyone can 
operate it. No fuss, no trouble! 
Greater cutting width, speed, 
Capacity, and power than ever 
before! Safety throat! Smart func- 
tional design, about size and 
weight of business typewriter. 
Priced well within the budget of 
ali businesses - large or small. 












YOUR PAPERS 
O IN HERE 


7 

UNREADABLE 

SHREDS COME 
OUT HERE 


( 4 - . 
C oxporater a 
A Division of Self Winding Clock Company, Inc. 


19s Willoughby Avenue 
Brooklyn 5, N. Y. 








Priceless Security at Low Cost 


A new type of office machine, the 
Shredmaster Bantam 10 portable shred- 
ding machine, quickly and effectively 
destroys confidential office records and 
correspondence. You eliminate danger of 
vital papers falling into hands of un- 
authorized individuals. 

What makes the Shredmaster Bantam 
10 ideal for office usage is that it is 
attractive in appearance, quiet, compact, 
and streamlined. It plugs in just like an 
electric typewriter or adding machine, 
and is immediately ready to operate. 

Made by The Shredmaster Corporation, 
known throughout the world as the lead- 
ing manufacturers of shredding machines, 
the Shredmaster Bantam 10 can be oper- 
ated by clerks, stenographers, or other 
office help. 

A Free Shredmaster Bantam 10 bro- 
chure is available without charge simply 
by addressing a letter or postcard to 


The Shredmaster Corporation 
199 Willoughby Avenue 
Brooklyn 5, N. Y. 


(Circle 260 for more information) 
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a film a 
matters 
tribution costs. ‘““This film wasn’t so 
much, but boy, did we ever get socked 
for the prints and showings,” is a com- 
mon pleasantry that frightens many 
would-be sponsors. 

Now, for the first time since the busi- 
ness film came into being, an authorita- 
tive, objective study lifts the cost cur- 
tain. The Dollars and Sense of Business 
Films,* published by the Association 
of National Advertisers, reports the 
production and distribution costs of 
157 representative advertisers and pub- 
A.N.A. 
“With 
around 500,000 16mm sound _projec- 


lic relations motion pictures, 
explains its mission this way: 


tors now available in the country (an 
average of one for 320 people), the 
non-theatrical film has become an im- 
portant tool for management in com- 
municating with the public. This is 
emphasized when, to the normal do- 
mestic circulation there are added the 
plus factors of foreign audiences, cer- 
tain types of theatre showing, and— 
most newsworthy of 
audiences. That the business-sponsored 
film is now a widely used advertising 
and public relations medium is attested 
by the fact that 86.6 million viewers 
have already seen 46 of the films in- 
cluded in this study.” 


all—television 















How much do business 


What management should know about the cost 


of advertising and public relations movies 


Among the companies which reveal 
heretofore confidential cost figures in 
this study are American Can, Ana- 
conda Dravo 
General Foods, DuPont, Ford, General 
Motors, U. S. Steel, and Western Beet 
While sponsors of 
high-budget extravaganzas are still pre- 
dominantly large companies, the sales 
and publicity film is no longer just 
a big-company luxury. Increasingly, 
medium-sized and even small outfits, 


Copper, Corporation, 


Sugar Producers. 


which used to confine themselves to 
modest training pictures, are realizing 
that ingenuity as well as money yields 
superior results. 


Why a business film? 

What is the peculiar value of a 
movie? One basic point emerges: it’s 
the only salesman that can lock pros- 
pects into a darkened room—without 
telephone or other  interruption— 
where the only thing they can possibly 
see and hear is a sales message. 

Unlike other media, movies do ap- 
peal to both eye and ear . . . portray 
motion . . . show events in sequence... 
recreate the past demonstrate 
cumbersome equipment in action 
clarify 
lucky seller who can corner several in- 


complex processes. For the 
dividuals influencing a purchase at one 
showing, a favorable impression, if it 
occurs, will hit all of them simultane- 
ously. 
measure the effectiveness of his pitch 
simply by watching and hearing audi- 


Moreover, a film sponsor can 


ence reactions. 

Of course, the assumption in citing 
all these benefits is that a film will 
utilize them. Many business movies, 
however, might just as well not have 
a sound or color or movement; they 


are merely high-priced, animated maga- 
zine ads, which only alienate their cap- 


tive audiences. 


The cost factor 

The A.N.A. study does not dwell on 
these hazards, but concentrates instead 
on cost. Here are some important 
highlights of the report: 

* A typical sponsor spends 559% of his 
budget for the production itself; 26% 
for release prints, and 19% for dis- 
tribution of his completed film. 

® Most sponsors design their films for 
a long life, at least five years, in order 
to reduce the cost per viewer (for one- 
year-old film it’s 97c per viewer; for a 
two-year film 7c, and for a ten-year-old 
film the cost per viewer is under 1c). 
® Color films are favored nearly 4-to-1 
and the ratio will rise as color TV 
materializes. 

To prospective sponsors, the Survey 
Committee recommends a few proce- 
dures for making and showing films: 
® Select a target audience and tailor 
the film to it, rather than dissipate the 
message by aiming at too many differ- 
ent audiences. 
® Explore new distribution channels: 
TV and export markets, for example. 
eGet films onto every possible list that 
might be seen by group program plan- 
ners. They’re all eager to find good 
business films. 

The chart opposite is a summary of 
the A.N.A. report. The whole, though 
replete with far more detail, is never- 
theless as slick and readable a presenta- 
tion as ever sugar-coated a statistic. 





* Available from A.N.A., 285 Madison Ave., New 
York, N. Y., for $5. 


methods 


films cost? 


SUMMARY OF THE FINDINGS 


Sound film vs. silent film 

Color vs. black & white— 
productions SS oe eee 

16mm vs. 35mm—release prints 


99.4% are released in sound 


78% 
95% 


are produced in color 
are 16mm _ prints 








Color vs. black & white—release 
General OE a aes Bick cde 712% in color; 28% in B & W 
Length in running time .......... 26 minutes (median) 
Life-span of films ere rr 16.5% over 5 years old 
(Most films still in circulation) 58% over 2 years old 
ROU GVOEsE GOME oo cc ics aw tidus $87,264 (average) 
Relationship of major cost factors Production 55.3% 
Prints 26.3% 
Distribution 18.4% 
Total production cost of 116 films $4,514,477 
, Production costs ...........+..+5 $1,732 low to a high of $426,600 
Production $25,800 (median) 
Cost-per-minute ................ $57.77 up to $5,925 
$1,167 (median) 
Total cost of release prints $2,088,891 for 18,580 prints 
Prints | Number prints per production 100 prints (median) 


Average cost-per-print 


From $19.54 up to $375.63 
$122.74 (median) 





16mm Color Prints 


Number per production 

Total print expenditure per 
production 

Cost per print 

Running time 

Rate paid per foot 


100 prints (median) 


$11,132 (median) 
$136.84 (median) 
23 minutes (median) 
16.5 cents (median) 





Témm B&W Prints 


Number per production 

Total print expenditure per 
production 

Cost per print 

Running time 

Rate paid per foot 


160 prints (median) 


$8,728 (median) 
$48.47 (median) 
26 minutes (median) 
04.7 cents (median) 























35mm Prints | Rate paid for 35mm color 28.1 cents per foot (median) 
Rate paid for 35mm B & W 03.6 cents per foot (median) 
of anes Nationwide U.S. distribution 89% of films 
Distribution Areas | Canadian distribution 48% of films 
Other foreign distribution 35% of films 
Major target audiences Schools and colleges 89% 
Clubs, etc. 81% 
Po a Business and industry 19% 
meiciaietess Company employees 62% 
Churches and Synagogues 61% 
Company management 56% 
Annual viewers per film From 1,250 up to a high of 
(excluding TV) 4,548,000 
276,036 (median) 
Number of Viewers | Total viewers per film From 40,040 to a high of 
: Sac a) ») ° ) afi. 
(excluding TV) 21,852,465; 1,268,851 (median) 
Total viewers per film including : : 
TV (covers only 9 productions) 1,095,635 to a high of 10,975,000 
3,464,873 (median) 
Types of distributorst Sponsor only 43% of films 
cae z aT: 37% of films 
Distributors Commercial 37% 1 
Non-commercial 36% of films 
otal cost of distribution $10,055 per production (median) 
Median cost of distribution By sponsor distribution $20.00 
(per thousand viewers) By commercial distributor 17.86 
Distribution Costs By sponsor & commercial 13.69 
By sponsor & non-comm’!. 8.05 
By all three methods 23.22 
Distribution cost per print $91.40 (median) 
Average cost-per-viewer 
(under 1 year in circulation) $.9735 
(1 to 2 years in circulation) $.0681 
. . ») 5 vears i -irculati >) 
Totel Production, Print | @ 3.3 Yume in cheat) -- $0832 
& Distribution Costs shih: aetee ae ae Oe pga 
(over 10 years in circulation) $.00469 
Average cost-per-viewer 
(over-all) $.0463 for 86.6 million viewers 





Lowest cost-per-viewer for one film 


$.00356 for 21 million viewers 


¢ Percentages total more than 100 because many films are distributed by a combination of these 
three methods. Sponsors actually were involved in distributing 91% of their films. 
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JUCCESS 


belongs on every desk 


im your office 


When you 
think of 
SUCCESS 
... think of 
CALENDARS 


When you 
think of 
CALENDARS 

think of 
SUCCESS 





COLUMBIAN WORKS, INC. 
2300 West Cornell Street ¢ Milwaukee 9, Wisconsin 





(Circle 212 for more information) 
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WEBSTER 
QUALITY CONTROLLED 
DUPLICATING SUPPLIES 
FOR EVERY 

OFFICE NEED 













PAPERS Blueprint, 


: > Transfer, 
Pencil, Pers I 


CARBON 
Ty pewriter, 


Billing. 










F.S. WEBSTER COMPANY 
10 Amherst Street 
Cambridge 42, Massachusetts 


(Circle 272 for more information) 


ways to reduce 








mms Good packaging pro- 
vides many ways to save a dollar: lowe 
container costs; less packing and han- 
dling time; decreased storage needs; 
reduced shipping weight; and fewe1 
damage losses. The management man 
who supports a_ scientific packaging 
and materials handling program can 
reap sizeable economies. 

Package design is a profession. Like 
others, it requires not only peculian 
skills and experiences, but a constant 
study of latest developments and appli- 


cations. This month (see box) pack- 
aging men from dozens of industries 
will discover new ideas and products 
which they can translate into substan- 
tial savings in their plants and offices. 
The “newness” may consist only of 
applying an old material or method to 
a new situation. 

This limited random selection of 
economies possible through packaging 
is presented to arouse executive inter- 
est—if not action—in as varied a group 
of industries as those shown here. 
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packaging and handling costs 








by GS. do Carney, Jr., Managing Director, SIPMHE 
TRB RRREESASAESESEEEEEEE EEE aT) 


THE TENTH ANNUAL Industrial Packaging and Materials Handling 
Exposition will be held September 20th through 22nd, at the Kings- 
bridge Armory in New York. The feature attraction will be the 
annual competition for the national championship in protective 
packaging and materials handling. The case histories below typify 
last year’s prize-winners. Concurrent with the exposition, the Society 
of Industrial Packaging and Materials Handling Engineers will con- 
duct a three-day intensive “Short Course” in joint sponsorship with 
New York University. The course will feature a one-day session of 
special interest to management, conducted by N.Y.U. faculty members, 
discussing the relation of materials handling to other departments. 








1. Reduced damage and a $5,600 annual saving in material and labor costs—result from a switch 
to interior corner posts in this corrugated box for General Electric air conditioner units. Previously, 
corrugated strip pads were wrapped and wired around the top, bottom, and center of each unit. 
These corner posts, specially designed by Union Bag and Paper Corp., New York, are made of kraft 
paper shaped in the form of a honeycomb. The packer fits them into four corners before box is closed. 


2. Lightweight protection for delicate equipment: die-cut, molded, rubberized hair replaces heavy, 

bulky dunnage. This liner for an aerial camera carrying case is made of "Paratex" by Blocksom & 
Company, Michigan City, Indiana. Rubberized hair (coated with latex) is reusable, easy to handle, 
quick to assemble, and requires little material—consequently, small, lighter outer containers. 


3. Automatic small parts packaging machine reduced cost per thousand from $47 to $3.77 in one 

aircraft manufacturing plant. The machine can be adjusted to package different size units up to 
6" x 6", and uses either polyethylene kraft or cellophane paper for see-through packages. An auto- 
matic printer stamps name and specifications on each individual package, and an automatic counter 
records total number of packages made. It is made by Packmasters, Akron, Ohio. 


4. Order pickings 50°o faster, reports Jacobs Manufacturing Co., since installation of this “Quick- 

Pik" unit. Two-sided packing table at right is between two facing units, The first five sections carry 
fastest-moving chucks and spare parts. The other two have slow movers, reducing congestion at key 
selection points by 35%. Order-filling previously done by selectors and packers, is now handled by 
one man who merely walks a few steps to table, packs shipments, and then drops them onto center 
conveyor which goes to shipping platform. Unit is by North American Eqpt. Corp., Paterson, N. J. 


5. Sales appeal is one of the chief assets of this wirebound wrap-around "mat" on the L. O. Koven 
Bros., Inc., heater boiler. Even the 794 lb. unit can slide through a 30-inch doorway, crated, without 
damage to itself or customer's property. Usually, boiler units have to be uncrated outside, then moved 
downstairs. This container has built-in pallet skids on bottom and one side for horizontal or per- 
pendicular power truck handling. Koven credits a sales boost to this container. Figures show over-all 
packing costs are down from $11.22 (for company-made crates) to $10.75 per unit. 


6. Automatic case printing is done by this 'Markoprinter" machine. It receives corrugated, wood, 
metal, or fibre shipping cases, then seals and marks packages on all! four sides and top in one pass- 
through operation. The unit permits use of low-cost blank cartons (less inventory and obsolescence) 
and rapid change-over of messages. Produced by Adolph Gottsche, Inc., Hillside, New Jersey, it turns 
out 2,000 cases per hour without an operator. At Army Ordnance, Wahoo, Nebraska, estimated savings 
compared to pre-printed cases is 3c each. Over-all annual saving is $230,760. 


7. Rust preventative, impregnated papers (volatile corrosion inhibitors) give off vapors which 
protect ferrous metal surfaces. They eliminate messy oil-drippings and degreasing at receiving end. 
Among their applications are long-term storage covers for metal dies, machinery covers, and tote-box 
liners. Shown here is Angier Corp.'s "VPI" bag on Cummins Engine Company equipment. Formerly 
it took 37 men to handle 850,000 Ibs. oil-dipped. Now, 26 men handle 1,420,000 Ibs. in one operation. 


8. 25% saving resulted when Victor Insulators, Inc., Victor, New York, shifted from crates (right) 
to a unique, six-sided wirebound box for high voltage insulators. Designed by the General Box Co., 
the new container makes possible a speedy, one-man jig assembly and packaging systems, as com- 
pared to the former, lengthy, two-man job. Unpacking is now simply a matter of wire-clipping. 
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AT YOUR RECORD KEEPING 


...and the second look will give you a shock (if you are using conventional 
filing equipment for large-volume records)! The second look will unmask 
unorganized and purposeless activity when it comes to keeping records 

. records on credit, equipment, sales, service, cost, cross-index, etc. 
Now ... look at the operating advantages offered by motorized Diebold 
Super Elevator Files. With these files, you can “marshal” 

records for orderly productive work. Operators can remain seated. 
Records are brought to them instantly at the touch of a button. 


Diebold Elevator Files save up to 50% in time and space costs for their 
users... savings that show initial investment write-offs in 5 to 18 months! 
For example . . . $14,000.00 annual savings write-off initial investment 

in 17 weeks! Take that second look ... today ... and call your local 

Diebold representative or mail this coupon. 


... and you'll see how to save money with 


DIEBOLD MOTORIZED 
SUPER ELEVATOR 
wee) FILES 







Compare your 
operations 
with actual 
Elevator File 
performance 
studies. 


Diebold, Incorporated 
908 Mulberry Rd., S. E. 
Canton 2, Ohio 


Please show us how Super Elevator Files can save us 


















time and money for records. 
is ® 
Firm 
I Individual Title 
' s Cc 0 . P 0 . A 1 Et i) Street 
908 Mulberry Rd.,S.E. @ Canton 2, Ohio 
City Zone ——State 





N.186-A-DI 
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You'll find this splendid equip- 
ment serving faithfully in insurance, 
commercial and industrial concerns 
everywhere, from the smallest to the 
largest . . . and also in federal, state, 
county and municipal offices, coast 
to coast. It sets the standard for eco- 
nomical, dependable photocopying 
the nation and the world over! 

If your requirements are small or 
moderate, it will serve you well. The 
PHOTOSTAT Instant Copier and 
Model Junior machines save time 
and money in any office, anywhere. 
Or, if need be, our larger automatic 


PHOTOSTAT is the trade-mark 
of PHOTOSTAT CORPORATION 





photographic 
copying 


equ l pment 


models will provide the answer to 
your copying problems. 

Together with MICROTRON- 
ICS® Micro-film equipment . . . now 
manufactured by PHOTOSTAT 
CORPORATION ... we provide the 
greatest variety of fine equipment 
available for copying and preserving 
records of all kinds on both paper 
and film. 

Let our trained sales-service repre- 
sentatives, coast to coast, advise and 
aid you. Your inquiries will receive 
our prompt and interested attention. 
Feel free to write us...no obligation! 


PHOTOSTAT CORPORATION 


301 STATE STREET, ROCHESTER, NEW YORK 
Service offices in all principal cities 


and in Toronto, Canada 


(Circle 282 for more information) 
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MANAGEMENT 





by Leslie M. Slote 


Director of Industrial Relations, Norden-Ketay Corporation 
Management and Labor Relations Consultant 


juestions 

We have been trying to indoctrin- 
ate all levels of management with 
the concept of “continuous control.” 
Can you suggest a visual means of 
presenting this that will do the job 
quickly and effectively? 


answers 


The concept you refer to is broad 
enough to apply to any type of opera- 
tional situation you want to control, 


such as the relationship between Home 


Office and subsidiary, Board of Direc- 
tors and corporation, Dept. Head and 
division, or Section Head and worker. 
In practice, control usually consists of 
the following cycle: 


|. Setting policy or plans. 


2. Converting policy or plans into 
specific, practical operating goals 
in terms of quantity and quality 


(e.g., through budgeting of man- 
power, costs, and materials). 


3. Continuous surveillance through 
adequate reporting, and measure- 
ment of results against plans. 


4. Continuous application of the 
‘management by exception’ prin- 
ciple to point up and correct oper- 
ating deficiencies as they occur. 


The above concept can be clarified 
and visualized through use of a chart 
similar to Figure 1. 


question: 


What is the general practice re- 
garding duration of the probationary 
period for new employees, and 
should any fringe benefits apply 
during this time? 


answers 


A 30-day probationary period is the 








POLICY 


PLANNING 
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Fig. 1: Chain reaction (or closed-loop) system of control. The results of policy planning are transmitted 
to the subsidiary in terms of operating goals. The subsidiary's operating results are continuously 
appraised by the V. P. of Manufacturing, and immediate corrective action is taken within specified 
limits of authority. In cases exceeding such authority, policy recommendations are submitted to the 
policy planning committee, and the entire cycle of control is repeated again. 
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usual practice. However, it is not too 
uncommon to find such a period ex- 
tending for two or three months. 

If your probationary period is 30 
days, no fringe benefits need apply. 
However, if it is a longer period, say 2 
months or more, holiday pay might 
apply after 30 days of employment, as 
well as group life and medical insur- 
ance coverage, if it is a plan of the 
contributory type. 

After successful completion of the 
probationary period, all other fringe 
benefits such as vacation pay, accumu- 
lation of seniority, sick leave, pension 
plan eligibility, etc., apply and are fig- 
ured from the actual date of hire. 


question: 

After super- 
visors’ responsibilities for employee 
job performance, we gave them what 
we feel is an adequate measure of 
managment authority. This includes 
the right to hire, discipline, dis- 
charge, transfer, reinstate, grant 
leaves of absence, etc. Our Personnel 
Department is complaining about 
the grievances and complications 
arising from arbitrary actions, and 
the general difficulty in maintaining 
a uniform code of application, How 
can we best bring Personnel into the 
picture to control such situations 
without seriously compromising the 
supervisor’s authority? 


considering our 


ancy ° 
answers 


This problem can be quickly solved 
by establishing the controls described 
below, and then policing them to make 
sure that company personnel and la- 
bor policies are interpreted and admin- 
istered uniformly at all levels. 

First, issue instructions that any su- 
pervisor, foreman, or department 
head who plans to change the status 
of a subordinate, must have the prior 
clearance and final approval of the 
Personnel Department before sending 
this change to the subordinate. The 
request for clearance and approval 
must be made to the Personnel Depart- 
ment via channels; i.e., through the 
department head or authority in- 
volved. A Personnel Department doesn’t 
function as an arbitrary authority, but 
acts as a clearing house and coordinat- 
ing agency by offering advice and guid- 
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FOR THE EXECUTIVE CONCERNED WITH 
THE REDUCTION OF OPERATING COSTS 


On October 10, a three-day exchange of management ideas wil! be held in Detroit 


under the auspices of the Systems and Procedures Association of America. 


select only the subjects that interest you from thirty-six Seminars and Sessions. 


HIS WILL BE NO HIGHLY TECHNICAL con- 

ference at which cloistered technicians 

will “talk to themselves.” The Meeting 
is designed specifically for management 
participation. 

Typical of this practical approach is the 
unique method of programming. You can 
choose, from dozens of alternate Seminars 
and general sessions, the exact subjects of 
interest to you. You can attend three Semi- 
nars, or three days of general sessions, or a 
combination of both. 

Whatever you select, you will find every 
phase of the program engineered to provide 
down-to-earth help to business problems. 


THE GENERAL SESSIONS 


Specifically, here are the subjects to be 
covered in general sessions. Remember, you 
can attend as many as nine “workshops,” 
each guided by a top authority in the field: 


> Human equation in organizational planning 

Measuring office operation for incentives 

Training personnel for electronic applica- 

tion to business problems 

» Basic concepts of operations research 

Quality control in the office 

» Information handling with modern com- 
munication facilities 

» Techniques of the operations research team 

» Procedures for the procedure writer 

» Challenges to management in current elec- 
tronic developments 

» Cost reduction by records management 

» Experience in installing a large scale elec- 
tronics computer 

>» The “job shred-out”: a management sim- 
plification procedure 

» Getting the most out of manual methods 
and devices 

» Some early experience indications of 
UNIVAC applied to business problems 


¥¥ 


¥ 


For better communication ... try listening! 
Yardsticks for punched card applications 
Management improvement programs 
Gathering facts to streamline procedures 
A central intelligence program for man- 
agement 

>» Application of statistics to business systems 


THE SEMINARS 


¥vyvvyvyy 


You have your choice of three Seminars: 


Eight of these Seminars will be held at 
industrial locations—actual “in-plant” studies 
at firms like Ford, General Motors, Argus 
Camera, Michigan Bell, etc! Registration 
will be very limited—only 22 executives in 
each group. Each Seminar will be led by 
an expert. Not a hodge-podge round-table 
discussion, each is a planned workshop de- 
signed to present, explore, and evaluate the 
newest techniques. 


» Forms control 
» Organizing for an electronic survey 
» Organizing for operations research 
» Work simplification 
» Application of electronic data 
To payroll 
To billing and accounting 
To production planning & material con- 
trol 
» Operations research applied to inventory 
management 
Organization of a Systems & Procedures 
Department 
» Operations research in production control 
» Work measurement 
» Operations research applied to market re- 
search and distribution 
» Conference leadership 
» Integrated data processing 
» Operations research applied to everyday 
manufacturing problems 
» Organizational planning 


¥ 








You 


THIS IS SPA 

Sponsored by the Systems and Procedures 
Association of America—The Systems and 
Procedures Association is a non-profit organ- 
ization of professional administrative and 
systems engineers dedicated to the common 
purpose of management improvement in busi- 
ness and industry. While membership in the 
Association is restricted to those actively 
engaged in administrative engineering, the 
Association is inviting all management to 
attend this conference as a practical con- 
tribution to business. 








For more information... 
Write immediately to Mr. Dar 
Tisdale, Dept. M, Pioneer Spe- 
cialty Co., 6537 Russell St., De- 
troit 11, Michigan, or circle num- 
ber 293 on the Reader Service 
Card for more information and 
registration blanks. Register now 
to assure attendance at Seminars 
of your choice. Only about 20% 
of the expected registrants can be 
accommodated at the industrial 
site Seminars. Moreover, several 
Seminars have already been filled. 
Duplicate sessions have been sched- 
uled, but these 
fully taken. 
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“Our National rep- 
resentative told me 
when we installed 
a National System 
that we would 
obtain immediate 
results through 
substantial sav- 
ings,’’ writes Mr. 
Reilly, President 
of one of the largest gear companies in 
America. “Frankly, the results our 
National has provided have exceeded 
his predictions and our own expec- 
tations. 

“With our modern National Sys- 
tem, we have been able to eliminate 





MR. V.P. REILLY 
President 


THE NATIONAL CASH REGISTER COMPANY, vayron 9, onto 


THIS NATIONAL ACCOUNTING MACHINE paid for itself in just seven months of operation 
at the Illinois Gear & Machine Company. 


“Our ational System 
saves us *12,0/0 a year... 


pays for itself every 7 months!” 


—Illinois Gear & Machine Company, Chicago, Ill. 


the need for one full-time payroll 
clerk and another full-time operator 
for accounting and billing. In addi- 
tion to this, there are other important 
savings. And with all of the fringe 
benefits added, our National saves us 
$12,570 a year and provides us with 
better records and service. 

“Naturally, we are pleased with 
the performance of our National Sys- 
tem. I can not think of any other 
equipment that could provide such 
a rapid self-liquidating return on its 
cost. I heartily recommend a Na- 
tional System for any similar indus- 
trial accounting operation.”’ 


977 OFFICES IN 94 COUNTRIES 


42 


(Circle 244 for more information) 


This manufacturer’s experience with a 
National System is by no means unusual. 
National Machines soon pay for them- 
selves out of the time and money they 
save, then continue year after year re- 
turning savings as extra profit. What 
could a National System do for your 
company’s operation? To find out, call 
your nearby National representative, a 
trained systems analyst. His number is 
listed in the yellow pages of your phone 
book. 


on 


*TRADE MARK REG. U.S. PAT. OFF. 


ACCOUNTING MACHINES 
ADDING MACHINES » CASH REGISTERS — 





ance to insure compliance with com 
pany policy. 

Next, spell out the “change of status” 
referred to above. This should include 
all changes subsequent to initial hir- 
ing, such as termination, transfer, 
leave of absence, reinstatement, rate 
change, and classification or job 
change. The supervisor should still 
have the right to pass on the final 
interview with new job applicants. 
In the case of scarce skills that have 
been recruited, if the Personnel De- 
partment pressures the supervisor to 
accept an applicant, the supervisor 
still has the prerogative offered by the 
probationary period. 

Also, make it clear that Personnel 
clearance and approval are required 
before holding discussions with em- 
ployees regarding excessive absenteeism 
or lateness, issuing of warning notices, 
unsatisfactory work, infraction of regu- 
lations, or interpretation of company 
policy or rules. Emphasize the fact that 
changes in status for union personnel 
are subject to contractual obligations, 
and that any contemplated changes, 
whether listed in the above instructions 
or not, must be discussed with Person- 
nel before effectuation. 

Finally, make it a general rule for 
the Personnel Department to be con- 
sulted on new or unpublished policy, 
before any interpretation, application, 
or transmittal of same. To be effective, 
the controls discussed above must be 
communicated through both written 
instructions and conferences with su- 
pervisors, and must be reviewed peri- 
odically at additional meetings. m/m 
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Company acts as broker:  Pay- 
roll deductions that permit em- 
ployees to participate in a stock ex- 
change plan, has been arranged by 
the De-Vilbiss Company of Toledo, 
Ohio. With the company acting as 
broker, the periodical deductions 
are used for an installment purchase 
of stocks. The stocks purchased need 
not necessarily be those of the em- 
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na tT Acroccories to modern 


STORE furnishings 








I 
Schwobilt Store, popular 
men’s furnishing store of 
Daytona Beach, Florida, 
standardizes on the Drey- 
fuss Model Climax Club 
Smoker. 


Clint 


CLUB SMOKERS 


The simplicity which characterizes 
Climax Club Smokers makes these 
handsome ash receivers appropriate 
for any modern interior—in home— 
office—yacht—club—wherever functional 
design and elegance are requisites. 
Write for the name of the nearest 
dealer and the new 1955 catalog. 
Ask for brochure 9.4m, 





DREYFUSS DeLuxe 
$89.50 * 


with Tray $98.90 * *Prices f.0.b. factory. 


ARNOLT CORPORATION wnoiana, us.a 


(Circle 204 for more information) 





ed All All Tabulating F ok 
CIRST AGAIN | by WASSELL 


Self Indexing ("2 ta ai 


Card System |: PLAS-TA-carD: 
— ‘Solid Plastic Tabulating Card: 


Plas-ta-card | 3: erste has : 


SELF- = 
GUIDE pax aes ¥ 













































imines CO- 














Acco co. 





























CAMERICAM SMELTING CO- 
(CAs) RADIATOR @ 370 SAN. CO 


who CH- 














Self-Guides go thru Tabulating Machines—No 
guides to remove! No guides to replace! Make 
your tab cards as fast as the fastest card file. 


Effective Tools for Effective Management 
WASSELL ORGANIZATION, INC. Westport, Conn. 
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A new approach to 


Management 


Conferences 
SPA Meeting permits attendees to 


pick and choose the subject matter 


EE \ fost management conferences 
are ‘“‘one-way streets.” The attendee often sits 
through a broad program of subjects in order 
to participate in the relatively few seminars or 
meetings of special interest to him and his firm. 
Not so in the 8th annual meeting of the Systems 
& Procedures set for October 10-12. 

This program reads like a graduate business 
school syllabus. There are no “required sub- 
jects.” Each attendee selects, from dozens of alter- 
nate seminars and general sessions, the exact sub- 
jects of interest to him. He can attend three days 
of seminars, or three days of general sessions, or 
a combination of both. 


Association, 


Programming idea clicks 
This year, SPA selected three broad subjects 
for coverage (see page 41 for details): 
1) Electronic Data Processing 
2) Operations Research 
3) Systems & Procedures Management 
Registrations to date show extremely 


heavy 
interest in Electronics seminars. 


More striking, 
however, is the total number of registrations— 
far in excess of advance registration for any 
According to SPA, registration 
in certain seminars will be 


preceding year. 
closed very shortly. 


A fresh angle—"in-plant" workshops 

The handling of the broad seminar program 
is typical of the practical approach SPA em- 
phasizes in their management meetings. Wherever 
pertinent, seminars will be held in the offices of 
big Detroit firms, where attendees will be able 
in action, the techniques under dis- 
Each seminar will be led by an expert. 
Instead of a hodge-podge round-table discussion, 
each is a planned workshop designed to present, 
explore, and evaluate newest methods. 

Because of the 


to observe, 
cussion. 


heavy advance registration, 
SPA has added extra sessions for the most popu- 
lar subjects. ‘These, 


booked 


will be 
enrollment 


too, completely 
continues at the 
assure attendance 
that will benefit you most, 


register immediately. 


soon if 
present rate. ‘To at seminars 
it is important to 
Full details are available 
on page 41 of this issue of MANAGEMENT METHODS. 
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“OUT- FRONT” 
Property Tags 
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“Found! The vital link that perfects property control. 
One type of tag, one method of mounting, uniform 
“out-front” placement and legible numbers . . . out- 
standing attributes of this innovation in the “tag- 
ging” of furniture, fixtures and equipment.” 









Attractive 


NO SCREWS, RIVETS OR TOOLS 


“SERIALLY NUMBERED AUTO- 
GRAPHS” are produced from lustrous 
016” Satin Aluminum, They're much 
more durable than foil or paper labels 

+ more impressive and easier to 
mount than_ conventional “tags.” 
Mount them in seconds on both 
smooth and crackle finish surfaces. 
Simply brush solvent on the adhesive 
backing and press into place with 
your fingertips. 


WRITE TO 


ODAY 
for FREE booklet, “HOW TO 
PERFECT PROPERTY CON- 
TROL.” 
before you buy” 


ce METAL OAT ma 
clude ws.” MASON CITY. IOWA, U.S.A. 
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Pig e hom. % sharpener specifically designed 
e \ > - to do the job for every division 
ae of your organization. 
sex | It is because of that 
_ sg \t versatility that alert men, 
ae in every field, select — 
i we B APSCO~— AMERICA’S CHOICE! 
ct 
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in the plant 
throughout the office 
at the sales room 


the choice is APSCO! 


' Whether he plans; or builds; 

} or sells; today’s craftsman 

is proud of his product! That’s 
why he insists on the best 
equipment with which to do 
his job, whatever it is! The 
APSCO line includes a pencil 


products inc. 
9855 W. Pico Blvd. 
Los Angeles, Calif. 
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How one company utilizes 


A medium-size electronic digital 


Automation" in business records-keeping accomplished in pilot run of smaller equipment 


mmm Phe first full-scale ap- 
plication to general business proced- 
ures of a medium-size electronic digi- 
tal computer is now being carried on 
by the Allstate Insurance Company, 
Skokie, Illinois. The computer, in- 
stalled and operating less than a year, 
has been utilized in the production of 
regular reports to management — a 
task often underestimated even in the 
use of the million-dollar machines. 

The most spectacular advantage of 
the computer is the speed with which 
it prepares a finished report. Though it 
is used for only a fraction of its avail- 
able machine time, the company esti- 
mates it will pay for itself in two years. 
Its first application—the production of 
a quarterly report to the Underwriting 
Department—reveals why. 

Originally, it took 1,800 man-hours 
to compile the quarterly report to the 


Underwriting Department using man- 
ual methods. About a year ago, the 
procedure was mechanized using the 
IBM 407 accounting machine and the 
607 calculator-punch. But even me- 
chanically it took 100 man-hours to 
produce this same report. In terms of 
office hours and regular procedures, 
this meant reports weren’t available to 
executive scrutiny for at least a month. 
The electronic computer now brings 
the time factor down to 12 hours. This 
is the same task which took 1,800 hours 
to do manually and 100 hours mechan- 
ically!’ Of course, original program- 
ming, or scheduling of commands to 
the machine, took three months. How- 
ever, once this work is done, it never 
has to be repeated. All future reports 
will take only 12 hours to complete 
after records for the quarter are in. 
This is an amazing accomplishment 


when the size of the Allstate operation 
is taken into account. Allstate is the 
world’s largest writer of direct auto 
insurance. It operates 5 zone offices 
and 24 branch offices in the United 
States, 2 branch offices in Canada, and 
134 district claim offices throughout 
the country. Reports include data from 
the sales force of 2,100 licensed agents. 


Three phase program planned 


Allstate is planning to apply the 
computer in three phases. During the 
first phase, the system will be used for 
a few hours each day to prepare a 
small number of reports. These include 
the premiums, written statements, 
office, sales, and claim expense state- 
ments, quarterly personnel analysis, 
company car fleet costs, and several 
quarterly experience reports. All these 
are in areas already mechanized in 


home office punch card procedures. It 
is planned to adapt manual and semi- 
mechanical operations later. Transfer- 
ring these at present would require 
many months of preparation by a siz- 
able staff, plus major changes in basic 
procedures at all levels of operations. 
The computer is now being handled by 
a methods research staff of six men. 
Concurrently, work is progressing 
on the second phase of the electronic 
operation. This involves introducing 
more detailed information into the 
system to develop internal summaries. 
When completed, the computer system 
will be operating on a full eight-hour 
daily schedule. During the latter part 
of the year, the research division will 
have completed studies on extending 
the system’s use to a second-shift basis. 
The third phase is the eventual ex- 
tension of the use of the electronic data 








The first step in making the electronic digital 
computer work involves the problem of prepar- 
ing and staydardizing input. At left is the 
converter and at right is the IBM 528 Accumu- 
lating Reproducer. All records are kept on 
punched cards. These cards are fed into the 
reproducing machine. The converter later 
changes the data to binary numbers which the 
Datatron computer can handle. Cards are con- 
verted at the rate of 200 per minute. Once the 
data has been punched onto the tape, the speed 
can easily be stepped up to a rate of 32,000 digits 
per minute. 
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STEP 2 





The second step involves “programming.” This 
is done by the operator who breaks down the 
problem into a sequence of simple instruc- 
tions. They specify what the computer is to 
do with the data given it. These instructions 
are put into numerical form and punched into 
paper tape or cards. Subsequently, they’re 
read into the computer’s magnetic-drum_stor- 
age (center, above) or auxiliary magnetic-tape 
storage. The magnetic-drum has a capacity 
of 40,800 digits while the magnetic-tape memory 
holds 1,600,000 digits per 2,400 feet of tape. At 
the right is the power control unit. 





The third step is the actual operation of the elec- 
tronic computer. The programmer is shown 
putting the Datatron into operation. To his 
right can be seen the photoelectric perforated 
tape reader. It feeds numbers and instructions 
into the memory drum at the rate of over 450 
decimal digits per second. At upper center of 
the Datatron itself is the supervisory control 
panel. This panel displays computer contents 
as an array of neon lights. Switches on the 
console in front of the operator operate and 
control the entire system. Switches permit 
either continuous or step-by-step operation. 





The fourth step involves printing the summarized 
data. This is done by means of the 407 IBM 
Printer shown above. At the right can be seen 
the board which is plugged in to print whatever 
combination of figures is desired. This machine 
has a capacity to print 12,000 digits or 150 
lines of the average printed report per minute. 

The number of procedures eliminated by the 
Datatron is dramatically emphasized in the two 
charts to the right. On the left side, 34 steps 
are needed to complete one of the company’s 
reports. On the right side, a flow chart for the 
same job with the Datatron shows six steps. 
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computer 


computer to all of the branch offices. 
Only the home office is equipped with 
an electronic digital computer. The 
five zone offices now use punched card 
equipment on a rental basis. The goal 
is to make a complete circuit with 
home and zone office equipment tied- 
in together. Data could then be proc- 
essed automatically during the night, 
and information would then be avail- 
able to management for decision, prac- 
tically while trends are developing. 


Computer cost and savings 


The decision to purchase a medium- 
size computer was made because of All- 
state’s decentralized organizational 
structure. This type of equipment can 
be used effectively at more than one 
level operation. The computer is 
called a “Datatron” and was purchased 
outright from the manufacturer, Elec- 


troData Corporation of California. It 
sells for about $250,000, and includes 
all components. These are the main 
computer, three magnetic tape drives, 
control console, high-speed optical tape 
reader, two electric typewriters with 
tape reader and punch, IBM converter 
unit, motor generator set, and powe1 
control units. 

The company estimates that savings 
will accrue primarily from the release 
of rental equipment and the reassign- 
ment of employees who heretofore had 
been tied up for long periods working 
on these reports. Emphasis is not only 
on dollar savings, however, it’s also on 
increasing the speed with which mean- 
ingful reports can be put into the hands 
of management. This is the area where 
electronic computers should make the 
most important contribution to policy 
making in sales and management. m/m 


SDilIp lt FINDER | 


A New Filing Concept Giving You A 
Unique Combination of Advantages: 





The proven space-saving, speed and economy of open-shelf filing. 
Record protection from dust, dirt and fire equal to that of drawer files. 
Pull-out work shelves for file maintenance and notations. 


Photo at upper left shows Space Finder No. 1200 with doors closed. Center left photo 
shows girl using door as posting shelf. Space Finder at right has all doors open for 
“active filing use. (Available with or without doors.) 





For full details about Space Finder File 
and our other new equipment for the of- 
fice, write for Catalog No. 6 as well as the 
name of your local representative. 


PA FA FES PRODUCTS C0.—57 Post St., San Francisco 4 
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Gets incoming mail 
distributed sooner... 


and lets everyone start on the day’s work 
earlier. A Pitney-Bowes MailOpener does 
away with the delay of hand-tearing or 
dagger-slitting methods...saves many 
precious minutes at the start of each work- 
day. Ask your nearest PB office to 
demonstrate. Or write for free illustrated 
booklet and postal rate chart. 
PITNEY-BowEs, INc., 4554 Walnut St., 
Stamford, Conn. Originators of the postage 
meter. 94 offices in U.S. and Canada. 


— PITNEY-BOWES 
©) wai LOPENER 


FREE: Handy desk or wall chart 
of postal rates, with parcel post 
map and zone finder. 


This model LH safely, 
easily trims a hairline edge 
off any kind or size of 
envelope ...opens a whole 
morning’s mail in a jiffy. 
Electric models for larger 
Offices. 
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How one company utilizes 


A medium-size electronic digital 


Automation" in business records-keeping accomplished in pilot run of smaller equipment 


mmm Phe first full-scale ap- 
plication to general business proced- 
ures of a medium-size electronic digi- 
tal computer is now being carried on 
by the Allstate Insurance Company, 
Skokie, Illinois. The computer, in- 
stalled and operating less than a year, 
has been utilized in the production of 
regular reports to management — a 
task often underestimated even in the 
use of the million-dollar machines. 

The most spectacular advantage of 
the computer is the speed with which 
it prepares a finished report. Though it 
is used for only a fraction of its avail- 
able machine time, the company esti- 
mates it will pay for itself in two years. 
Its first application—the production of 
a quarterly report to the Underwriting 
Department—reveals why. 

Originally, it took 1,800 man-hours 
to compile the quarterly report to the 


Underwriting Department using man- 
ual methods. About a year ago, the 
procedure was mechanized using the 
IBM 407 accounting machine and the 
607 calculator-punch. But even me- 
chanically it took 100 man-hours to 
produce this same report. In terms of 
office hours and regular procedures, 
this meant reports weren’t available to 
executive scrutiny for at least a month. 
The electronic computer now brings 
the time factor down to 12 hours. This 
is the same task which took 1,800 hours 
to do manually and 100 hours mechan- 
ically!’ Of course, original program- 
ming, or scheduling of commands to 
the machine, took three months. How- 
ever, once this work is done, it never 
has to be repeated. All future reports 
will take only 12 hours to complete 
after records for the quarter are in. 
This is an amazing accomplishment 


when the size of the Allstate operation 
is taken into account. Allstate is the 
world’s largest writer of direct auto 
insurance. It operates 5 zone offices 
and 24 branch offices in the United 
States, 2 branch offices in Canada, and 
134 district claim offices throughout 
the country. Reports include data from 
the sales force of 2,100 licensed agents. 


Three phase program planned 


Allstate is planning to apply the 
computer in three phases. During the 
first phase, the system will be used for 
a few hours each day to prepare a 
small number of reports. These include 
written statements, 
office, sales, and claim expense state- 
ments, quarterly personnel analysis, 
company car fleet costs, and several 
quarterly experience reports. All these 
are in areas already mechanized in 


the premiums, 


home office punch card procedures. It 
is planned to adapt manual and semi- 
mechanical operations later. ‘Transfer- 
ring these at present would require 
many months of preparation by a siz- 
able staff, plus major changes in basic 
procedures at all levels of operations. 
The computer is now being handled by 
a methods research staff of six men. 
Concurrently, work is progressing 
on the second phase of the electronic 
operation. This involves introducing 
more detailed information into the 
system to develop internal summaries. 
When completed, the computer system 
will be operating on a full eight-hour 
daily schedule. During the latter part 
of the year, the research division will 
have completed studies on extending 
the system’s use to a second-shift basis. 
The third phase is the eventual ex- 
tension of the use of the electronic data 








The first step in making the electronic digital 
computer work involves the problem of prepar- 
ing and standardizing input. At left is the 
converter and at right is the IBM 528 Accumu- 
lating Reproducer. ll records are kept on 
punched cards. These cards are fed into the 
reproducing machine. The converter later 
changes the data to binary numbers which the 
Datatron computer can handle. Cards are con- 
verted at the rate of 200 per minute. Once the 
data has been punched onto the tape, the speed 
can easily be stepped up to a rate of 32,000 digits 
per minute. 
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STEP 2 





The second step involves “programming.” This 
is done by the operator who breaks down the 
problem into a sequence of simple _ instruc- 
tions. They specify what the computer is to 
do with the data given it. These instructions 
are put into numerical form and punched into 
paper tape or cards. Subsequently, they’re 
read into the computer’s magnetic-drum_stor- 
age (center, above) or auxiliary magnetic-tape 
storage. The magnetic-drum has a _ capacity 
of 40,800 digits while the magnetic-tape memory 
holds 1,600,000 digits per 2,400 feet of tape. At 
the right is the power control unit. 





The third step is the actual operation of the elec- 
tronic computer. The programmer is shown 
putting the Datatron into operation. To his 
right can be seen the photoelectric perforated 
tape reader. It feeds numbers and instructions 
into the memory drum at the rate of over 450 
decimal digits per second. At upper center of 
the Datatron itself is the supervisory control 
panel. This panel displays computer contents 
as an array of neon lights. Switches on the 
console in front of the operator operate and 
control the entire system. Switches permit 
either continuous or step-by-step operation. 





The fourth step involves printing the summarized 
data. This is done by means of the 407 IBM 
Printer shown above. At the right can be seen 
the board which is plugged in to print whatever 
combination of figures is desired. This machine 
has a capacity to print 12,000 digits or 150 
lines of the average printed report per minute. 

The number of procedures eliminated by the 
Datatron is dramatically emphasized in the two 
charts to the right. On the left side, 34 steps 
are needed to complete one of the company’s 
reports. On the right side, a flow chart for the 
same job with the Datatron shows six steps. 
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computer 


computer to all of the branch offices. 
Only the home office is equipped with 
an electronic digital computer. The 
five zone offices now use punched card 
equipment on a rental basis. The goal 
is to make a complete circuit with 
home and zone office equipment tied- 
in together. Data could then be proc- 
essed automatically during the night, 
and information would then be avail- 
able to management for decision, prac- 
tically while trends are developing. 


Computer cost and savings 

The decision to purchase a medium- 
size computer was made because of All- 
state’s decentralized organizational 
structure. This type of equipment can 
be used effectively at more than one 
level operation. The computer is 
called a “Datatron” and was purchased 
outright from the manufacturer, Elec- 


troData Corporation of California. It 
sells for about $250,000, and includes 
all components. These are the main 
computer, three magnetic tape drives, 
control console, high-speed optical tape 
reader, two electric typewriters with 
tape reader and punch, IBM converter 
unit, motor generator set, and power 
control units. 

The company estimates that savings 
will accrue primarily from the release 
of rental equipment and the reassign- 
ment of employees who heretofore had 
been tied up for long periods working 
on these reports. Eniphasis is not only 
on dollar savings, however, it’s also on 
increasing the speed with which mean- 
ingful reports can be put into the hands 
of management. This is the area where 
electronic computers should make the 
most important contribution to policy 
making in sales and management. m/m 
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A New Filing Concept Giving You A 
Unique Combination of Advantages: 





The proven space-saving, speed and economy of open-shelf filing. 
Record protection from dust, dirt and fire equal to that of drawer files. 
Pull-out work shelves for file maintenance and notations. 
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Photo at upper left shows Space Finder No: 1200 with doors closed. Center left photo 
shows girl using door as posting shelf. Space Finder at right has all doors open for 
‘active filing use. (Available with or without doors.) 





For full details about Space Finder File PUNCHED CARD USERS: 
and our other new equipment for the of- a of tabula essory 
fice, write for Catalog No. 6 as well as the ment is de stalog N 4 
name of your local representative. t 
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Gets incoming mail 
distributed sooner... 


and lets everyone start on the day’s work 
earlier. A Pitney-Bowes MailOpener does 
away with the delay of hand-tearing or 
dagger-slitting methods...saves many 
precious minutes at the start of each work- 
day. Ask your nearest PB office to 
demonstrate. Or write for free illustrated 
booklet and postal rate chart. 
PITNEY-BoweEs, INc., 4554 Walnut St., 
Stamford, Conn. Originators of the postage 
meter. 94 offices in U.S. and Canada, 


= PITNEY-BOWES 


This model LH safely, 
easily trims a hairline edge 
off any kind or size of 
envelope...opens a whole 
morning’s mail in a jiffy. 
Electric models for larger 
offices. 












FREE: Handy desk or wall chart 
of postal rates, with parcel post 
map and zone finder. 
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‘“HECTOGRAPH MASTERS 
__ For KEROGRAPHY _. 






NO TYPING! 


NO WRITING! 


No 
TR 
FOR THE FIRST TIME, a hectograph master 


A¢ 

y/ 
incorporating any written, typed, drawn or printed Nc, 
| matter exactly as it is on the original—can be prepared 
by xerography simply, economically and in minutes. 
Tedious, error-inviting steps of re-drawing, re-typing and 
tracing are now eliminated as well! 


SPECIALLY DESIGNED (for use with xerography equipment, 
Columbia’s X-200 Black Ready-Master Units deliver the same 
fine results for which all Columbia Ready-Master Units have 
long been famous. . . you’re assured complete, clear and 
uniform copies from all models of spirit duplicators, too. 
Choose either the dignified, clean-handling black or purple. 


| FOR MORE INFORMATION about this great new development 


that opens up a whole new world of fast, economical 
duplicating applications, fill in coupon and send to us attached 
to business letterhead. 


i. RIBBONS 
CARBONS 
| DUPLICATING SUPPLIES 



















re ee ee oe oe oe Se SP oh ae ae a oe ae  & 
, COLUMBIA RIBBON AND CARBON MFG. CO,, Inc. 
499 Herb Hill Road, Glen Cove, N. Y. 
i 
a Please send complete information about Columbia 
Ready-Master Units for preparation by xerography. 
z Name 
, C 
' ompany 
| Address 
t City Zone State 
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thought 


Thought Starters deal with a “practical solution to a management problem.” 


starters 





The 


Editor invites contributions—which are paid for at our normal space rates. 
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Company deposits payroll in 
employee checking accounts 


Convenience for employees and 
economies for management are tne re- 
sult of the unique payroll banking plan 
developed in Philadelphia by Towers, 
Perrin, Forster & Crosby, Inc., in co- 
operation with the Provident Trust 
Company. Now in operation five years, 
the plan has the endorsement of em- 
ployees, bank, and TPF&C officials. 
Originally, employees were paid 
twice a month. Then the payroll plan 
was changed to a monthly basis. Later, 
a system was developed whereby each 
employee has a personal checking ac- 
count established by the company, at 
the Provident Trust Company. 
Monthly deposits of the entire pay- 
roll are made in the bank, and are 
credited each payday to the individual 
accounts of each of the employees. 
Subsequently, each employee receives 
a duplicate deposit slip indicating the 
amount deposited to his account. 
Even though the company absorbs 
service charges incidental to such ac- 
counts, it endorses the system as eco- 
nomical. Employees are enthusiastic 
about the convenience of the system, 
particularly those who do extensive 
traveling for the company and are fre- 
quently out of town on payday. 
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Advertising agency employees 
learn basic accounting methods 


Most agency people are up on their 
reading and writing, but when it comes 
to arithmetic, that’s a different story. 
For that reason, most of the employees 
at the three offices of Marsteller, Rick- 
ard, Gebhardt and Reed, Inc. sat in on 
classes over a two-week period. It was 
not necessarily to learn arithmetic, but 
to learn how to read a balance sheet 
and to learn some of the basic prin- 
ciples of cost accounting. 

The classes, five two-hour sessions in 
all, were conducted by Dr. T. LeRoy 
Martin, Head of the Accounting De- 
partment of Northwestern University, 
and his brother, Prof. Charles H. Mar- 
tin of the Accounting Department at 
Rutgers University. 

The short course was held to insure 
that the advertising agency service re- 
flects a full appreciation of a client’s 
financial considerations. Only by 
understanding a balance sheet and a 
profit and loss statement can an ac- 
count executive be qualified to counsel 
on advertising and promotional policy, 
reason the agency executives. 

As examples, a substantial rise in a 
company’s inventory position may be 
the time to intensify product advertis- 
ing—or at the minimum, to call to the 
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and company 


The first and foremost name in 
paperwork and records management 
— serving corporate clients na- 


tionally. 





MANAGEMENT 
CONSULTANTS 








337 W. 27TH STREET, NEW YORK I, N. Y. 
LOngacre 4-2070 


58 N. E. SEVENTH ST., MIAMI, FLA. 
9-9018 
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attention of sales management such a 
possibility. Conversely, the substantial 
reduction in inventories may signal a 
change in the direction of a program. 
Or, the future need of capital for ex- 
pansion or modernization may be the 
time for the agency representative to 
call management’s attention to a cor- 
porate advertising program. 

Information of this character can 
generally be gained from reading client 
balance sheets properly and regularly. 
At the same time, it gives the account 
executive a greater appreciation of the 
financial considerations that are 
weighted into decisions affecting adver- 
tising. Too often are clients’ observa- 
tions true that account executives are 
good creative people but are strangers 
to business realities. 

Two lectures on the principles of 
cost accounting were added to the 
course so as to have account executives, 
production, art, and media men and 





women conscious of the cost of their 
output and the determining elements. 


Anything that makes it easier for 
account people to relate, in terms of 
dollars, the hours expended in carrying 
out an assignment is a step in the right 
direction. It helps establish the com- 
promise between the optimum, cre- 
atively, and the practical, financially. 

A talking knowledge of the rudi- 
ments of cost accounting also helps ac- 
count executives understand a client’s 
pricing structure—or, at the least, it is 
felt, to ask intelligent questions on the 
subject. To add to the value of the 
lectures, clients’ balance sheets and 
operating statements were used. 
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Terminal digit indexing 
replaces numeric system 








Interest in terminal digit indexing 
has been increasing, particularly in the 
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more time-saving, work-saving features 


than any other 10-key machine 


COMPTOGRAPH 








The All-New, All-Electric Calculating-Adding Machine 


figures faster than you think. Unusuaty quiet in 
operation, yet fully one-third faster than most 10-key ma- 
chines. You get clear, accurate answers to every business 
problem involving addition, subtraction, multiplication and 
even division. Get a demonstration on your own figure 
work—simply mail the coupon below. 











POSITIVE 


er enn ter 



























(ances an 
SUPER-FAST—Operates at startling ‘=o 1 
speed of 202 printings per minute — Sven — 
figures faster than you think. “= 
UNUSUALLY QUIET—Rotary action, cocccccce oO cecdccceseccccesnsoesessseeeesebeccooece eoee VISI-BALANCE WINDOW —Automat- 


combined with exclusive Segment 
printing, eliminates annoying clatter 
usually found in ordinary machines. 


ically registers and continually 

shows true debit or credit balance 

at all times. 
4 wet dieses . 
I sccinvicmnndiaitisies 
Seger a 
ade, eS 
ERASE TAB-BACKSPACER—A touch 
of the tab wipes out unintentional 
mistakes. Saves correcting of 
printed tape; permits division by 
subtraction method. 










COMPACT KEYBOARD — Scientifically 
grouped to minimize lateral move- 
ments of fingers. It eliminates lost 
motion of arm and hand. 





ote, 





TWO-COLOR PRINTING—Comptograph ® 
automatically prints all debits in 
black, all credits in red. 






FELT & TARRANT manuracturinc company 


POPC OOH OER E OEE EEE EEE HEHEHE EHH HEHEHE EEE HEHEHE HEHEHE HED 


1712 N. Paulina St., Chicago 22, III. 


Gentlemen: Without cost or obligation— 
| want more information about the new COMPTOGRAPH “202” 
Please arrange an office demonstration 
Please arrange for a free office trial 










Name 






Company 
Address 
City Zone State 


Other products of Felt & Tarrant Mfg. Co.: the COMPTOMETER® DICTATION MACHINE and the COMPTOMETER® 
ADDING-CALCULATING MACHINE. Offices in principal cities and throughout the world. 
(Circle 221 for more information) 
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Clearest recording saves time in 
transcription because your secretary 
hears every word perfectly. 





Visible recording. See exactly where 
you are on the record ata glance. 
Easy to find your place for playback. 





Unbreakable plastic record is per- 
manent, non-erasable. 





£ 
Mail Dictabelt records like an or- 


dinary letter...they’re feather-light, 
} flexible, and post-card size. 





File Dictabelts for permanent voice 
record, or for future transcription. 





Save money on Dictabelts. Just 4¢ 
for average day’s dictation. You 
always record on a new surface. No 
‘multiple handling’’ of records. 





reasons why Dictaphone's Dictabelt record 
makes your job easier! 





The Dictabelt Record... exclusive advantage 
of the Dictaphone TIME-MASTER dictating machine. 

When you are considering a dictating machine to 
save you time, money and work, remember the 
Dictabelt record. It’s a convenience and economy 
you get only with the Dictaphone TIME-MASTER 
...leading dictating machine around the world. 

For more information and a free Dictabelt record, 
write Dictaphone Corporation, 420 Lexington 
Avenue, New York 17, N. ¥. In Canada, Dictaphone 


Corporation, Ltd., Toronto, Ontario. 


DICTAPHONE 


CORPORATION 


DICTAPHONE, TIME-MASTER AND DICTABELT ARE REGISTERED TRADE-MARKS OF DICTAPHONE CORPORATION 


(Circle 217 for more information) 
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insurance field. It is supplanting the 
old numeric system in which only the 
end of the file was open, because pa- 
pers were filed in strict: numeric se: 
quence. In terminal digit indexing, a 
serics of six numbers is arranged in 
groups of two, like this: 12-54-56. 

These three groups correspond to 
three main divisions of the filing 
system when read from right to_ left. 
The first is the primary group guide 
number. The second is that of a sec 
ondary group guide card in the body 
of the file, while the third is that of a 
particular folder. This enables the 
whole filing system to be in use. Gaps 
in the numbering sequence do not al- 
fect the system. The system will en 
compass a million folders. 

erminal digit indexing machines 
are available for use on_ printing 
presses, both flat bed and rotary, to 
number forms as they are printed. 

For more information about termi- 
nal digit indexing machines, circle 
number 386 on the Reader Service 
Card. 
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"Honesty evaluator” pre- 
vents employee dishonesty 








One of the leading lie detection 
organizations now markets an “honesty 
evaluator,” a unique employment ap- 
plication form designed to appraise 
the trustworthiness of job applicants. 
Ihe ever-present possibility of serious 
losses due to employee dishonesty can 
be minimized only through an accurate 
appraisal of the honesty and reliability 
of persons who apply for jobs. 

The application consists of 158 ques- 
tions, 42 of them similar to those found 
on standard employment question 
naires. By examining the total answer 
pattern to the remaining 116 key ques- 
tions, a skilled interpreter can assess 
the reliability of a potential employee. 

Developed over an eight-year period, 
the “honesty evaluator” was tested and 
compared to tests made with the poly- 
graph lie-detector technique. Results 
of the two types of tests were virtually 
indistinguishable. ‘The firm also lists 
these four values of the “‘honesty evalu- 
ator” questionnaire: 


methods 


1) The written test is more efficient 
than a polygraph examination (now in 
use for pre-employment tests by some 
financial institutions and _ industrial 
firms), since it may be administered to 
a number of persons simultaneously. 
2) Filling out a form presents no cause 
for embarrassment, which a lie-detector 
test sometimes does; therefore, resist- 
ance to the written test is rare. 
3) Since it is designed to reveal ten- 
dencies, the questionnaire is predictive 
in nature—not just a means of deter- 
mining past behavior. 
t) The form includes an agreement to 
take a lie-detector test, if one is war- 
ranted, and signing this agreement 
constitutes a powerful inducement to 
remain above suspicion. 

For more information, circle number 
399 on Reader Service Card. 
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''Doubling-up" on multilith 
masters cuts costs by 50% 








Edmond W. McNamara, Office Mgr. 
The Bassick Company 
Bridgeport, Connecticut 

It is twice as economical to print a 
form “two-up” as it is to print single 
impressions. For example, to print a 
thousand copies of a form 814” x 514”, 
a standard size, you feed 11” x 814” 
paper through the press, and then cut 
the paper in half after printing. Then, 
only 500 sheets need be printed instead 
of 1000. This reduces machine time 
and printing labor time by 50%. 

Although this is common practice 
in printing, in the use of multilith 
masters it is not usually done. Because 
multiliths are frequently used for short 
runs or in conditions of urgency, the 
form is normally hand drawn and hand 
lettered, on a paper master. 

Drawing a fine form by hand (or 
even in conjunction with a typewriter 
or varitype) is relatively delicate and 
exacting work. To make a_ second 
identical drawing on the same master 
is an extremely difficult task, and time- 
consuming. Consequently, the required 
number of copies are usually printed 
one impression at a time. 

A practical solution to this problem 
eliminates the need of making a second 
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drawing and _ still permits printing 
“two-up.” This is done by reproducing 
a multilith master from a multilith 
master. The steps are as follows: 


1. Draw form design on upper half 
of paper master "A." 


2. Clamp master onto machine. 


3. Run second paper master "B" 
through machine, thereby picking 
up on it an exact impression of the 
design on master "A." 


4. Reverse second master "B" and 
run through machine again, thus re- 
ceiving a second impression of the 
design. 


5. Substitute master ''B" for master 
"A" and run off the required num- 
ber of copies. 


Since the impression on master “B” 
may not be as long-lived as the one on 
master “A,” keep master “A” until 
sufficient copies are made. This process 
can be repeated for a future printing. 
However, an inexpensive alloy plate 
which can be photographed from the 
original printing is recommended. 
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Variety of form letters cuts 
customer correspondence cost 
Paul Holly (President, OMAC) 


Manager, Clerical Operations 
Aldens, Inc. 
Chicago, Illinois 








An example of profitable office en- 
gineering is Aldens’ experience with 
customer complaints and correspond- 
ence. Originally, the procedure was to 
draft individual replies to all letters. 
This necessitated a large staff of clerks 
requiring special training in company 
policy and procedure. Productivity 
within the unit fluctuated directly with 
the volume of incoming work, resulting 
in substantial variation in cost per unit 
handled. 

Management, when requesting an ex- 
planation of the causes, was invariably 
told that this type of handling was not 
measurable because the time required 
to complete a unit of work varied ac- 
cording to the complexity of the case. In- 
dividuals holding these jobs were con- 
sidered specialists because of the pre- 
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MORE COPIES, BRIGHTER COPIES with 


Hammermill’s Blue-White 
Duplicating Papers 


for mimeographing and spirit duplicating 


OU get more copies, blue-white brighter copies, with Hammermill 

duplicating papers. Your printer can supply them, help you select the 
best one for your mimeographing or spirit duplieating job. And his ideas 
on colorful printed headings can make your duplicated messages even 
more impressive. See your printer soon. Meanwhile, write on your business 
letterhead for free samples and for copies of our helpful idea-books 
“Duplicator Facts” and “Better Stencil Copies”: Hammermill Paper 
Company, 1499 East Lake Road, Erie 6, Pennsylvania. 


HAMMERMILL MIMEO-BOND GIVES UP TO 5,000 SHARP COPIES FROM 
1 STENCIL—and the 5,000th will compare in clearness with the first! 
Exclusive air-cushion surface absorbs mimeo inks more rapidly, cushions 
sheets as they pile up so there’s no smudgy set-off. Watermarked. Comes 
in seven popular colors and sparkling blue-white. 


HAMMERMILL DUPLICATOR FOR FAST, TROUBLE-FREE PRODUCTION 
of clean, bright copies on either spirit or gelatin-type machines. Comes in 
six pleasing colors and blue-white. Watermarked. 


Want good looks at low cost? Try Whippet Mimeograph 
and Whippet Duplicator. You'll get uniform quality unusual 
in such modestly-priced papers. 


or 


You can obtain business printing on Hammermill papers where- elas 


ever you see the Guild shield on a printer’s window. 


DUPLICATING PAPERS 


(Circle 228 for more information) 














cost no more 


49 








Cut handling costs 
on records 


TOO ACTIVE 


for file drawers!... 










purchase order 
filing requiring 
11 clerks 






TRANS-DEX installation 
uses only 3 clerks 
for same operation 


A before and after illustration of a large eastern industrial 
firm showing the old costly method of filing purchase or- 
ders—and the modern, efficient TRANS-DEX system which 
reduced the number of personnel required for the opera- 
tionfrom 11 to 3! 


° Records are 100%, immediately accessible to outside reference in 
single deck ROL-DEX; . . . 93°/, accessible in double deck units. 

© The record clerk remains seated . . . has access to every record without 
leaving her chair. 

* Telephone, typewriter, and any machines necessary to specific filing or 
posting operations can be located with the records clerk so she has 
immediate reference to them at all times. 


Send coupon for more information about the above and oth 
ROL-DEX and TRANS-DEX installations. —— 









WATSON MANUFACTURING CO., Inc. : 

Rol-Dex Division, Dept. E-2 ; 
; Jamestown, New York : 
| 
1 Please send me information about ROL-DEX and TRANS-DEX record units. : 
ee ha acit sian dcussnhcovesvnsanennsanee ' 
' TEE le ere NS Sti cicsdbhedi class : 
. Street . ES ROT 7 
s City.. 
Bo Spare eM ne ER 

WATSON (established in 1887) also builds a complete line of filing 
cabinets and courthouse, bank and hospital equipment. 
(Circle 270 for more information) 
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sumed necessity of creative ability. 

Not satisfied with these answers, man- 
agement requested an engineering 
analysis. As a result of this study, it 
was found that the context of the 
drafted replies followed, with a few ex- 
ceptions, a general pattern by classes, 
differing only in composition by the in- 
genuity, skill, and experience of the 
operator. Further investigation solidi- 
fied these classes into 4 general groups: 
Adjustment, Service, Inquiry, and Mis- 
cellaneous. An examination of the 
drafted replies and original customer 
correspondence was made on a compari- 
son basis with the results of all oper- 
ators. It became obvious that the 
drafted replies were not only- repeti- 
tious by operator but also in context 
by the entire group. The possibility of 
standardization through the use of a 
pre-printed form became apparent. 

The current process requires the con- 
text knowledge of 51 form letters and 
involves a selection of the proper form. 
Variable information such as customer 
address, date, and amount must be filled 
in. We are currently conducting re- 
search for a fast drying transfer ink that 
may be used to transmit this informa- 
tion from other records. 

The results of this management job 
has paid dividends. The job now re- 
quires a minimum amount of judg- 
ment necessary only in the selection of 
a proper form. 95% of all cases are 
now handled by the use of the form let- 
ter system. The remaining 5% are of 
the “special nature” type that still re- 
quires individual composition. Advan- 
tages of the new system are many. 
Standardization has eliminated the 
necessity of requiring special creative 
skills. It has permitted the establish- 
ment of a work standard and it now 
permits proper budgeting and control 
of costs. (This is an excerpt from a 
speech at the 1955 NOMA Conference.) 
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Facsimile machine speeds 
credit information to bank 


A letter-size facsimile system at The 
First National Bank in Dallas links its 








Installment Finance Department with . 










NO USE 
LOOKING ) 
OSCAR n YOU 
CAN'T SEE MY 
4 PAYCHECK 
Zz, THROUGH THIS 


“OUTLOOK” 

















PAYCHECK "OUTLOOK" 
ENVELOPES 


Eliminate Time and Expense of Ad- 
dressing, also chances for Errors. 
Paycheck “Outlook” Envelopes are abso- 
lutely opaque. Essential 
vhen wages are paid by 
check. Nothing shows 
but the 


name. This improves 


employee’s 


personnel relations. 


Send for Samples 
and Prices Today 







mee: 


OUTLOOK ENVELOPE CO., Est. 1902 


Originators of “Outlook” Envelopes 
1001 W. Washington Bivd., Chicoge 7, Illinois 


(Circle 247 for more information) 
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RITE-LINE COPYHOLDER 


Promotes Accuracy = Increases Production 


$1775 


PLUS Tax 





PRICE INCLUDING 
NEW TELEScoPic 
EYEGUIDE 


TELESCOPIC EYEGUIDE 


Accommodates all widths of copy from a machine 
tope to 20 inches. 








W" 











EYEGUIDE CONTRACTED 








20" 
~ PMs oo a 
EYEGUIDE EXTENDED 











FREE TRIAL OFFER Write, asking us to send yevo 
RITE-LINE Copyholder with the understanding you mey 
return it without chorge within ten doys. 


4209 39th Street, N.W. 
RITE-LINE CORP. Washington 16, D.C. 
(Circle 256 for more information) 
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You Get Things Done With 
Boardmaster Visual Control 











‘° Gives Graphic Picture of Your Operations— 
Spotlighted by Color 
Facts at a glance—Saves Time, Saves 
Money, Prevents Errors 
Simple to operate—Type or Write on 
Cards, Snap in Grooves 
Ideal for Production, Traffic, Inventory 


the various automobile 
dealers in that city. The system speeds 
credit information by eliminating the 
need for a trip by the dealer or the 
customer to the bank to arrange credit 
for the purchase of automobiles. 


uiportant 


At the dealer’s office the prospective 
automobile purchaser fills out a credit 
statement which the dealer places on a 
facsimile machine. The dealer presses 
a button and the statement is flashed 
instantly to the bank’s Installment 
Finance Department. After the bank 
has read the facsimile “picture” of the 
statement, it uses the same machine to 
transmit its “okay” to the dealer. ‘This 
makes it possible for the dealer to im- 
mediately complete the entire transac- 
tion as an extra service and = con- 
venience to the purchaser. 

The statements and replies are trans 





2 Special ACCO 
PRODUCTS 


To Step Up 
Filing Efficiency 


‘“‘Acco-Bound Papers Are SAFE 
Papers” is as true today as 50 years ago. 
But today there is an almost unlimited selec- 
tion of Acco products to insure filing efficiency 
in every department of your business. Your 
stationer will be glad to show you the Acco 
line and discuss your use of the newest Acco 
products 


The BFC Accopress Binder 


Makes your file binders into a library of 
neatly bound and titled books. Similar to the 
famous BF standard Accopress Binder 
equipped with an adjustable, expandable (up 





The Accopress 
Pin Prong Binder 


For binding the marginal pre-punched sheets 
used in many office machines. Available in 
many sizes in a choice of genuine pressboar«d 
or heavy binder board covered with canvas o1 
black pebble grain cloth. The binder—for 
temporary or permanent file use—is equipped 
with an Acco Fastener having very narrow 
prongs. An indispensable aid to orderly, safe 
filing of business machine forms. 


but 


to 6”) back flap to provide a tight, flat index- 
ing surface regardless of the thickness of the 
contents of the binder. Economical, and ideal 


mitted and received at high-speed, with 


Scheduling, Sales, Etc. 
Made of Metal. Compact and Attractive. 
Over 50,000 in Use 


Complete price $4g5o including cards 
| FREE| 


24-Page BOOKLET NO. M-500 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 
55 West 42nd Street © New York 36, N. Y. 
(Circle 277 for more > information) 





Oxford PENDAFLE X‘ 
“CARRY FILE”’ 


Take your papers anywhere! 
Features new style HANGING FOLDERS 


Executives: Your stylish ‘traveling office’, 
for reports, letters, minutes. 

Salesmen: Carry price books, photos, testi- 
monials, samples, other sales data. 

Home ‘“‘Managers”: Perfect for household 
papers—bills, budget, taxes, insurance. 
Made of lightweight steel, tan finish. Brass 
lock, leather handle, piano-hinge. Holds 25 
Pendaflex celluloid-tab hanging folders, 
which can‘t slump or sag. Size 9” x 13” x 
10%” high. 
FReSRBEBREBRRRRERREEEEEEe 


City, State___ es 
PP PCP et TT TT TT 
(Circle 246 for more information) 
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w Clip coupon for catalog, name of dealer *% 
@ Oxford Filing Supply Co., Inc. s 
M60 Clinton Road, Garden City, N. Y. * 
* 8 
@ Name sel wees se se 0 ye a See, 
gz ® 
a Address —_—__-_—_—_——- 
# 2 

a 











the page-width form emerging from 
the receiving machine at the rate ol 
3.6 inches per minute, or as high as 
500 words a minute for a printed form. 

For more information, circle numbe) 
380 on the Reader Service Card. 
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Factory production workers 
become salesmen for a day 








If production workers of the Mon 
roc Calculating Machine Company, 
selected at random, had any notions of 
an easy life of a salesman before, they 
changed their ideas after spending a 
day with their sales counterparts. In 
fact, as for swapping jobs with thei 
sales opposites, they agreed at the end 
of a day with the salesmen that they'd 
stick to their machines. 

The recent salesmen-for-a-day tours 
are part of the Monroe Company’s in 
dustrial relations program, which aims 
to give its employees an insight into 
all phases of the business. The produc 





for binding all papers. 





ACCO PRODUCTS, INC. In Canada: Acco Canadian 


Ogdensburg 


New York Co., Ltd., Toronto 





(Circle 201 for more information) 
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New Underwood Desk Stabilizer 
ends “desk wobble,” 
costs only $4.95 


Underwood’s new Desk Stabilizer eliminates desk 
vibration, turns a wobbly typewriter plar‘orm into 
a firm, steady typing support. 

Eye strain, frayed nerves and vibration errors 
are reduced; higher quality work is assured. 

Underwood’s Desk Stabilizer offers a sure way 
to get better work out faster with less fatigue. Order 
the new Underwood Desk Stabilizer from your 
Underwood Office. You'll find the number in your 
phone book. Order yours today! 


Adjusts from 17 to 31 inches 
Automatic, self-locking mechanism 
Instant finger-tip release 


Smooth, no-snag, all-metal construction 


no slippage 


Supports over 200 pounds 
Telescopes to fit in any desk drawer 


Mar-proof rubber top bumper and floor base 


SUPPLY (ane) DIVISION 
UNDERWOOD ™ CORPORATION 


One Park Avenue, New York 16, N. ¥. 


(Circle 266 for more information) 
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the 
time... 


SSL, or the traditional spirit of another era ? In either case 


you'll best capture the feeling you want with 


WACO Or 


Office Furniture 


You can choose a time-period in wood to satisfy your taste exactly. Only 
wood is ideal for both traditional and contemporary designs. Other wood 
exclusives: Beautiful ingrained individuality, warm and friendly touch, 
and freedom from noise. These features appeal to your employees, too, 
so it will pay you to choose wood for everybody. Employees respond 
with increased output and efficiency, improved morale. Errors, absen- 
teeism, employee turnover drop. You get and keep finer people. See your 
Wood Office Furniture Dealer today. You'll find it’s good doing business 


Want the contemporary spirit of right now... 





WOOD LASTS LONGER. Thou- 
sands of desks and chairs 
still performing beautifully, 
even after 50 years. 


WOOD ‘‘WORKS’’ BETTER. 
New convenience features, 
scientific finishes make sit- 
ting, working, seeing, easier. 
( 

* 


de 








WOOD COSTS LESS, and less WOOD IS QUIETER. Less 


with wood. to maintain. Won't dent,  noise-distraction means 
ATTENTION SCHOOL BOARDS: Make sure your schools get the — ahaa 
psychologica! and economical advantages of wood school furniture. ‘i Nn m—~ 





WOOD OFFICE FURNITURE INSTITUTE 
730 Eleventh Street, N. W., Washington, D.C. 


righ r COPS correct CERTIFIED OFFICE 
NNING” SERVICE. Ho H is 

ER le a aaa eee ped to nance (aia ae re office 
Cana As ate Gunt. ven iene trek 


name of nearest dealer, 2 2 
et about wood’s Ors" dealer, and your free eapy of our ‘ 





WOOD IS MORE PLEASANT T0 
TOUCH. No winter chill, no 
summer roast; no annoying 
static electric shock. 


WOOD COORDINATES BETTER. 
Buy today, add pieces next 
month, next year—anytime. 





Members of the Wood Office Furniture Institute: Ama Desk Co. * CaRrLTON-SURREY, INC. © HIGH Point BENDING & CHAIR Co. ¢ Hoosier Desk Co. 
IMPERIAL Desk Co. ¢ INDIANA Cairn Co. * INDIANA Desk Co. ¢ JaspeR CHAIR Co. e JASPER Desk Co. © JASPER OFFICE FURNITURE Co. © JASPER SEATING Co. 
THe Leopotp Co. ¢ Myrtie Desk Co. * NUCRAFT FURNITURE Co. * THOMAS FURNITURE Co. «© WELLS FURNITURE MANUFACTURING Co, 


(Circle 273 for more information) 
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tion men cnosen were a screw machine 
operator, a milling machine operator, 
and a calculator assembler. Salesmen 
in the company’s Newark and Paterson 
branch sales offices conducted the tour. 
[he reports brought back by the plant 
men were made to all production em 
ployees in the company’s four plants. 

“The salesman has to expend a lot 
more cflort than we do to get returns,” 
was the observation of one factory man, 
adding that “our pay check remains 
the same if we put forth the same effort 
each week. The salesman makes his 
calls daily, but the probability of get- 
ting an order may take months.” 

‘The salesman can’t walk from his 
job when the bell rings at 4:30 either,” 
said the milling machine operator. All 
three men noted that the salesmen had 





a knowledge of every prospect’s figur- 
ing systems and talked in the user's 
terms, whether they were in the office 


of an engineering firm, a manufacturer, 
or a savings and loan association. 

Greater understanding from the one- 
day tandem sales tours wasn’t all on 
the production side. The salesmen felt 
that they too gained much, in learn- 
ing the plant men’s reactions as they 
saw the end use of the products they 
make. And from the standpoint of 
company solidarity, it is a good idea 
to have this exchange of viewpoints, 
the salesmen agreed. 

The mechanic’s-eye view of the othe: 
fellow’s job revealed to the plant men 
the rigors and uncertainties and irreg- 
ularities faced by the salesmen. ‘Every 
man does the job he’s qualified for, 
and the salesman has to be good to 
keep us in business,’ was the consensus 
of the three production experts. 


methods 
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THE MANAGEMENT METHODS 


work 
center 


6s 


. men and machines 
dowt work in a vacuum. 
Though you may saturate 
your Work Stations with 
skilled workers and 
modern tools, they can pro- 
duce efficiently only when 
‘community’ factors like 
traffic control, and ade- 
quate lighting, and proper 
communications — and 
even creature comforts — 


are properly integrated.” 


“inte grated of fice 
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Movable 


partitions 











achieve office layout flexibility 


Free-standing ‘private offices'’ permit economical, overnight changes 


CEE Fy using free-standing 
movable space dividers instead of per- 
manent walls, the American Cancer 
Society was able to make a series of sub- 
stantial changes in its office layout at 
a saving of $3,483. The changes in- 
volved more than 1,000 running feet 
of partition, which was dismantled and 
re-erected in three separate night-time 
moves by Itkin Bros., Inc., New York, 
who made the original installation. 

The Society, which anticipated fu- 
ture space changes, chose movable 
equipment on the basis of its low ini- 
tial cost and its ability to be economic- 
cally re-arranged. 

The first shift of 500 feet of parti- 
tioning was accomplished in one night. 
Using permanent partitioning, it 
would have taken 3 days and would 
cost about $2,500 in labor and materi- 
als. Ihe charge for resetting the port- 
able partitions was just $425. The sec- 
ond change required the resetting of 
150 feet of partitioning. This cost only 
$82, as compared to the estimated cost 
of $750 using standard material. The 
last change involved 180 feet of par- 


titioning. The cost to move this was 
$160 as compared to the cost for stand- 
ard partitioning of $900. 

The total cost for these three moves 
was $667, as compared to the estimated 
cost of $4,150 for standard equipment, 
or a total saving of $3,483. 

The partitions are arranged in de- 
partmental aisles. They form rows of 
semi-private offices directly in front of 
the office of the executive responsible 
for that department. Inter-departmen- 
tal traffic is reduced to a minimum, and 
efficient work-station arrangement is 
assured for all employees. 


Parallel rows of fluorescent lighting 
fixtures provide adequate light. The 
offices are laid out in direct relation to 
the fixtures. The 68” partition walls 
cut down the possibility of any poorly 
lighted work areas, and also provide 
for better air circulation. 

During the three change-over peri- 
ods, electrical and telephone fixtures 
were put in place before each evening's 
work. Then, before work time the next 
morning, the fixtures were re-installed 
at the new desk locations. The three 
moves were accomplished without any 
interruption of the regular work. m/m 
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Floor plans outlining office layout before (black) and after (color); the overnight changes dramatize 
the high degree of flexibility permitted by the use of free-standing portable partitioning equipment. 
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Mel Allen is never 
at a loss for words 


The sound of his voice and his famous 
delivery, swift and sure as an ace 
pitcher’s, make him a favorite of 
baseball fans everywhere. In business 
offices, unfortunately, the sound of 
voices, combined with the clacking of 
typewriters and the jangle of phones, 
add up to inefficiency. The solution ? 
A Gold Bond Acoustimetal ceiling. 





Acoustimetal swallows up distracting noise and makes 
offices quiet, pleasant places to work in. Fireproof 
perforated metal panels, backed with incombustible 
pads, are easily wiped clean with a damp cloth. | 
Repainting deesn’t affect sound absorption. 
Each Acoustimetal unit is easily removed for quick 
access to utilities. When you build or remodel, 


include Gold Bond Acoustimetal in your plans. 





Call your Gold Bond Acoustical Contractor 


Get sound comfort with 


Gold Bond 


ACOUSTICAL PRODUCTS 


You'll find his name in the Yellow Paves 
of your phone book under “Acoustical 
Contractors.” For free magazine, THE 
DECIBEL, giving you actual acous- 


tical case histories. write toDept. MM-95, 


NATIONAL GYPSUM COMPANY 
BUFFALO 2,N.Y, 





(Circle 245 for more information) 
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Modern work stations increase efficiency 


for a company that “just grew" 


Three examples of departmental changes in the re-organization program 





work stations feature modern, 


Transcribers’ 
double-pedestal desks. 


| eR 
in three departments of the Aetna In- 


Improv ements made 


surance Company’s New York office 


demonstrate how modernization can 


increase office efficiency. As with most 
companies that expericnce a steady, 
cumulative growth over a long period 
of time, haphazard improvements had 
become inadequate in meeting expand 
ed requirements. 

A series of studies of filing opera- 
work flow, 


tions, inter-departmental 


and space utilization resulted in a 
physical re-organization of departments 
office desks 


and a standardization olf 


and equipment. 


How the filing department operates 
Central Filing is one of Aetna’s busi- 
est departments. As soon as a policy 
is written and coded, it is sent here for 
filing. Any information that may be 
required regarding a particular policy 
during its period of coverage—such as 
renewal dates, audits, clainnssx—must be 
obtained from these files. Index and 
expiration cards are also filed here, so 
that renewals may be determined at a 
glance. Whenever rate changes occur 
or claims are reported on, further de- 
mands are made upon Central Filing. 
To provide swift, easy operation of 
this active file room, Aetna 
double five-drawer files, ar- 


ranged back-to-back to afford the most 


installed 
rows of 





efhcient use of space. Each file has a 
capacity of 133 inches of usable space, 
thereby permitting concentration ol 
policies in a limited number of files. 

Important factors also for this all 
female department are the height of 
the files (only six inches above that of 
a four-drawer file), making for easy 
accessibility, and the fact that the auto- 
matic drawer action makes the guides 
to the policies visible the instant the 
drawer is opened. 

A terminal digit system, which man- 
agement finds reduces filing time by 
approximately 25%, is used in con 
junction with revolving pre-filing discs. 
Set up at table height in the center of 
Central Filing, each disc supports an 
accordion-like band of open flaps in 
which policies can be rapidly arranged 
When 
removed, they are in numerical orde 


according to terminal numbers. 


and ready for successive filing. 


Dictation and transcription 

In the transcribing room, extra care 
was taken to find just the right com 
bination for efficient performance. 
Working with a minimum of interrup 
tion and contact with other depart 
ments at what is basically a grinding 
task, this 
could easily become subject to fatigue 


employees of department 


vistas Fe 
SUNS ggy, 


Cay in, 


TLL AWS 


% 


Revolving pre-filing discs set up at table height 
aid filing clerks. 
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Space acts as own divider between desks. 
and boredom. “To prevent this, a light, 
spacious room was provided where 
desks could be placed well apart to give 
a feeling of prestige and _ privacy. 
Double pedestal desks with fixed plat- 
forms for noiseless typewriters replaced 
conventional desks and stands. Dicta- 
tion records from the various depart- 
ments are played back by the transcrib 
ers placed on each desk. Conventional 
office chairs were replaced by posture 
chairs upholstered with foam rubber. 
In the Underwriting Department, on 
the main floor, where Aetna “meets the 
public,” each desk unit has been ar- 
ranged to serve two functions—both as 
a work station for the occupant, and 
as a “private office’ where the under- 
writer can confer with the broker. 
Space is used as a divider, and to afford 
each individual a feeling of privacy. 
Each underwriter has his desk ar- 
ranged to care for all his working 
needs. Forms, blanks, rate books, and 
working policies are housed within the 


_desk in box and vertical file drawers 


set_ up for underwriters’ requirements. 

In modernizing and reviewing, Aetna 
has sacrificed little of its old dignified 
simplicity. ‘There is a generous use of 
space and a respect for the values of the 
individual employee. 

For more details circle number 372 
on the Reader Service Card. 






, Warehouse space 
bee Beteas doubled by adding 
Suc t:¥-" floor between floors 


A warehouse that has some of the 
best features of a streamlined super 
market has solved V-belt storage prob 
lems, at Dayton Rubber Company. ‘The 
new warehouse space was obtained 
without any new building construction. 


(next page, please) 
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"Great system—Gets everybody in by ten o’clock”’ 


eep the coffee-bteak in your contrl 


You could control the ‘“‘coffee- 
break” this way—but fortunately, 
there’s a much better method 


available. 


Rudd-Melikian, Inc. can provide 
complete control of the ‘“‘coffee- 
break”’ at no cost to management. 


R-M dispensers—completely 





CREATORS OF 


automatic—serve delicious, hot 
Kwik-Kafé coffee, cold Coca- 
Cola, Pepsi-Cola, Minute Maid 
orange juice or soft drinks. 
‘“‘Coffee-break”’ time is reduced 
to a minimum and workers 
remain in their own work area. 
Service is supplied by your local 


factory-trained R-M distributor. 


RUDD-MELIKIAN, INC. 


AN INDUSTRY 


(Circle 258 for more information) 


Remember—you don’t have com- 
plete control unless you have 
Kwik-Kafé. Clip 
the coupon 





—write us 


today! 


Ce eee eee ee 
| Rudd-Melikian, Inc. | 
| Jacksonville Rd. above County LineRd. | 
| Hatboro, Pennsylvania | 
| Gentlemen: | 
| Please show me how to control j 
| the "coffee-break” with R-M= | 
| dicvensers. Booklet MM 2. | 
| Name..... Ft. «sso | 
7 +E OEE REN Se aN Css SiGe pepe 
| ay shoe pe Zone.. .State..... | 











Beautiful Weldwood paneling like teak shown here pays high compliments to your good taste and business reputation 


Your office walls talk about you all day long 


That’s why the traditional beauty and quiet 
elegance of Weldwood paneling are so highly 
prized by businessmen everywhere. 


They know how real wood paneling by Weld- 
wood reflects the character and stability of a 
business enterprise. And it’s a pleasant surprise 
to find how little it actually costs. 


No painting—no redecorating. Weldwood needs 
only an occasional waxing to keep its natural 
beauty indefinitely. And no matter how you 
rearrange your offices or change the furnish- 
ings, you'll find Weldwood paneling is the per- 
fect complementary background. 


Weldwood is unconditionally guaranteed for 
the life of the building in which it is installed. 


Choose from world’s fine woods—walnut, oak, 
mahogany, cherry, birch, Samara*, Korina®, 
elm, Nakora*, and many, many others. 


Weldwood Movable Partitions in matching 
veneers offer a unique combination of real 
wood paneling and quick-change flexibility. 
Complete offices can be rearranged overnight 
if necessary. 

Like to know more? Ask your architect (he'll 
find specifications in Sweet’s) or write for 
Weldwood booklet to United States Plywood 
Corporation, Dept. MM-9-5, 55 West 44th 
St., New York 36, N. Y. *Trade Mark 


Weldwood” 2 


HARDWOOD PANELING 
A product of 


UNITED STATES PLYWOOD CORPORATION 
World's Largest Plywood Organization 


(Circle 268 for more information) 
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Engineers designed storage facilities on 
the second floor of the existing ware- 
house structure. A sturdy mezzanine 


floor was built 8 feet above the old 
floor, doubling effective floor space. 

Belts are kept in open-end bins. 
They go in at one end and are re- 
moved from the other at shipping time. 
This steady flow of stock assures stock 
shipping in the same sequence as pro- 
duction. Other outstanding features of 
the storage department include rolling 
carts similar to shopping baskets, con- 
veyors, automatic elevators, and a 
gravity chute to transport the belts. 

A conveyor carries belts from the 
inspection department to the ware- 
house. After they are grouped accord- 
ing to size and classifications, they are 
placed in the tote baskets, which roll 
down an incline to a spot where they 
are packaged and picked up for dis- 
tribution to bins. 

Belts for the mezzanine floor then 
roll to an automatic elevator which 
lifts them to the second level. From 
the elevator, the baskets go down a 
gravity chute before going to the bins. 

Each stock bin has location code 
numbers which tell if the bin is on the 
main or mezzanine floor, the row in 
which the bin is located, and its exact 
place in the row. Some 5,000 steel bins 
have been installed on the two floors. 


Islanding 
a noisy 
operation 


A retractable folding curtain is de- 








signed to isolate noisy areas in factories 
and offices. Made of a high-grade jute 
and heavily coated with flameproofing 
resin, it is still lightweight, rugged, and 
inexpensive. It is formed into 7” panel 
folds especially spaced to produce an 
accordion effect. 

The unit is suspended from a 
6’ x 12’ ceiling panel of plywood at a 
height of 10%. The curtains are sus- 
pended on a rectangular track layout 
5’ 4” wide by Il’ long. Sweep strips 
can be used at the bottom of the cur- 
tain to make contact with the floor. 
Fiber glass ceiling board is applied 
to the ceiling for greater noise reduc- 
tion. Nylon wheels in an _ enclosed 
track permit the curtains to be opened 
and drawn with ease. 

The results of noise reduction tests 
made in a cast iron foundry has proved 
the value of the unit. Most prac- 


A 

















tical for silencing intermittent noises, 
the curtain can be removed after the 
work is completed and stored until 
it is needed again. 

For more information, circle number 
379 on the Reader Service Card. 


New products 
for work center 
application 


Free illustrated booklet 
on business interiors 


A new, 20-page, humorously-illustrated 
booklet, “Business Interiors—Office, Store, 


methods 
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Showroom,” discusses the planning of an 
clfective business interior. 

The booklet starts with the premise that 
increasing the efficiency of employees, 
utilizing working space to the best advan- 
tage, and presenting an attractive “show- 
case,” will mean increased savings. It 
points out that a business concern, whether 
store, office, or showroom, should concen- 
trate on selling itself as well as its product. 

Each of the factors involved in the 
planning of an effective business interior 

rent, lighting, color, etc. — is treated 
uniquely in the cleverly written booklet. 
Details are given on how future savings 
can be realized. 

For a free copy of the booklet, write to 
S.S. Silver Interiors, 350 Butler Street, 
Brooklyn, N. Y.; or circle number 378 on 
the Reader Service Card. 


New office layout templates are 
easy to use, fast, and accurate 


Office layout and office work-flow tem 
plates have proved of unusual value to 
management executives and personnel in 
planning. A new template made of cellu 
loid offers fast and accurate use with only 
a pencil or ball point pen. 

Two types are available, one scaled 
14” to the foot and one 14” to the foot. 
Fach has a variety of “cut out” outlines 
representing different types of office fur- 





niture and equipment. The templates are 
translucent and can easily be used to 
trace forms onto layout paper. Since the 
templates themselves are only guides, they 
can be stored and used indefinitely. 
Both templates contain a complete set 
of office fixture dimensions and outlines, 
from desks to filing cacinets to module 
partitions. Also included are outlines for 
such detailed items as telephones, lighting, 
doors, etc. These templates afford execu- 


tives’ time savings, uniformity and accu- 
racy in office layout planning. 

For more information, write to A. Law- 
rence Karp, 16 Putman Park, Greenwich, 
Connecticut; or circle number 377 on the 


Reader Service Card. 
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.../n the same space 


ATYPICAL PROBLEM AND THE SOLUTION. 
The old plan accommodated 17 people using 


conventional desks and files. In the new plan, 
El-Units provide greater working convenience 
and comfort for 20 people and, at the same time, 
save 20% of the floor area for expansion. 








... WIth Art Natal EL-UNIT MODULAR OFFICES 


Many business offices now “bursting at 
the seams’’ for lack of floor space actu- 
ally have room and to spare — can pro- 
vide superior working conditions for 
executives and other personnel and leave 
space for new employees. 

All this is accomplished with Art 
Metal's El-Unit Modular Offices, com- 
posed of work tops and filing cabinets 
in various arrangements. In one large 


Ask for AD-2265. 








EXECUTIVE OFFICE DESKS, CHAIRS AND CREDENZA UNITS + GENERAL OFFICE DESKS AND CHAIRS + FILING EQUIPMENT - WABASH FILING SUPPLIES ~- POSTINDEX VISIBLE INDEX SYSTEMS 


This free brochure covers 
modular offices in full—shows El-Unit 
requirements for various jobs, detail 
plans and demonstration layouts for 
most efficient use of floor space. 


corporation, individual employees actu- 
ally gained more functional working area 
in El-Units occupying 30 square feet than 
they had in the 80 to 100 square feet 
formerly used. 

El-Units are designed on the modular 
principal and can be assembled in many 
layouts to expedite individual work. 
Offices can be private, semi-private or 
open — with or without glass-topped 


(Circle 206 for more information) 





steel partitions — are easy to rearrange 
as requirements rap You'll find some 
eye-opening ideas about modern office 
facilities in the Art Metal brochure of- 
fered below. 

Call your local Art Metal dealer or 
branch office — listed in the “yellow 
pages” of your phone book — or write 
Art Metal Construction Company, James- 
town 4, New York. 


For 67 years 
the hallmark 
of the finest 
in office 
equipment 
and systems 
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Cincinnati Gas and Electric Co., Cincinnati, Ohio 


Mills Movable Walls promote permanent efficiency 
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through pace Control of office layouts 








The Cincinnati Gas and Electric Com- 
pany’s handsome new office building 
utilizes nearly three miles of Mills mov- 
able walls, wall linings, column enclosures 
and railings —a complete Mills interior. 


Write for the informative 68-page 
Mills Walls Catalog—it’s a practi- 
cal work-book on Space Control. 





The Cincinnati Gas and Electric Company has provided 
for future as well as present efficiency in the use of space 
throughout its new building. Space Control has been ac- 
complished by forming the attractive interiors with Mills 
Movable Walls. Whenever changing space requirements 
make new layouts advisable, these walls can be rearranged 
—quickly, easily and at very low cost—without dust, 
debris, commotion or interruption of normal space usage. 
Mills Walls combine this efficient flexibility with dis- 
tinctive architectural design and structural stability. They 
are fully insulated and soundproofed, and require no 
maintenance whatever except occasional washing to keep 
them looking always their efficient best. 


THE MILLS COMPANY « 963 Wayside Road, Cleveland 10, Ohio 


(Circle 241 for more information) 





Jr., Architects Frank Messer & Sons, Inc., Builders 


METAL WALLS 





Low-weight pallet stores easily, 
economizes materials handling 


A new materials handling pallet weigh 
ing only 28 pounds is designed to support 
3,000 pounds of working load. This high 
strength-weight ratio is obtained by a 
sandwich type construction with high 
streneth facing and lightweight core. 

Nine hollow legs molded in one piece 
with the platform are spaced to allow a 
four-way approach for fork lift trucks. 
They provide an economical solution to 





storage problems. Nested together in the 


hollow legs, 100 of these pallets occupy 
only 102 cubic feet. 

For more details, write Firmaline Prod 
ucts, Inc., Midland Park, N. J.; or circle 


number 393 on the Reader Service Card. 


New drafting desk helps 
simplify drafting operations 


A new drafting desk makes all drafting 
operations possible in a comfortable, seated 
position. The drafting platform on the 
desk is equipped with an endless vinyl 
plastic belt, 48” wide, which can accom. 
modate a drawing 72” long. Its self-healing 
feature prevents pencil and compass holes. 
The belt is moved by 2 rollers. By turn- 
ing the front roller, the draftsman moves 





the belt and drawing affixed to it, so that 


any part of the drawing is well within 
range of visibility and reach. 

Storage space is incorporated into the 
bottom of the desk. A large center drawer 
for prints up to 2614” x 37”, and an in- 
strument drawer is in front. An area for 
book shelves and storage drawers is in back. 

For more information, write to the Gen 
eral Fireproofing Company, Youngstown, 
Ohio; or circle number 376 on the Reade) 


Service Card. 
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where they work 


THE OFFICES OF SUCCESSFUL MEN 





e 
e 
% e e . . - 
‘, : 4 An eight-foot, executive-confer- 
© ‘ ; 
» «6 ” ence desk dominates the office. 
* s . . . 
*eee® Made of rich walnut, it blends 
with the many surrounding side 
THE MAN chairs and the sofa. These are all 


Judge Charles es rp —r . on 

Code Admlaitiates - finished soft red leather. The 
executive posture chair is high 
THE COMPANY 


Cumics Magazin 
lysociation of America 


backed, and commonly called a 
‘*‘Judge’s Chair.” 

THE DESIGNER All the furniture is simple, de 
Itkin Bros., In signed along traditional lines. 


Decorative touches are subdued. 


AS CZAR OF the comic book indus The walls, carpeting, and dra- 
try, Judge Murphy maintains an peries preserve the dignity of the 
office whose atmosphere is con room by the decorative use of 


sistent with his background as a 
former magistrate. His office is 


warm grey tones. 

To overcome the problem of an 
extremely high ceiling, it was 
painted dark grey to minimize the 
proportions. Lighting fixtures 
were installed reflecting down, to 
add to the effect. m/m 


decorated with comfortable, con 
servative dignity, yet with an eye 
to modern efhiciency. It serves the 
dual purpose of executive office 
and conference room. 
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Gives You MoraliGood Days 
the Office 
san 


HARTER 67-T 
EXECUTIVE 
POSTURE CHAIR 





This chair helps you work, comfortably. New, compact design 


lets you move about freely without bumping your desk. Puts 


you close to your work without straining or sitting on edge. 


And the Harter 67-T gives you the same kind of comfort 

you'll find in large chairs—seat and back tilt together in 

perfect synchronization. You can lean back and relax without 
your feet leaving the floor. 

You'll find, too, 5 adjustments that are essential for the chair 
to fit you personally. This chair encourages good posture 

to help you resist fatigue. 

Seat and back provide the cool comfort of foam rubber and, 
yet, the compact overall dimensions give you a chair that makes 
working a pleasure. A free trial of the Harter 67-T in your 


own office will prove it. 


Write for informative booklet, ‘Posture Seating Makes 
Sense.” We'll send name of your nearest Harter dealer. 


HARTER CORPORATION 
906 Prairie, Sturgis, Michigan 
In Canada: Harter Metal Furniture Ltd., Guelph, Ontario 


: 
HARTER "crs 


CHAIRS 
STURGIS, MICHIGAN 


(Circle 230 for more information) 
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MAIL COUPON 
for colorful brochure show- 
ing installations and index- 
ing the components of the 


Arnot Modular System 








2 ge aptgads sharpen 


With Arnot 


components, you can set up one or one hundred offices to meet your varied work 


AETNA 


AETNA STEEL PRODUCTS CORPORATION 
Arnot-Jamestown Division 
730 Fifth Avenue, New York 19, N.Y. 


Name and Position 





Firm Name 





Address 





City (sa 





2 ee ee ee ee 





Partition-ettes,*¢ Office-ettes ft and interchangeable furniture 


requirements. Arnot flexibility makes it possible for you to save floor space, and 
at the same time, to tailor-fit the work-station to the worker. If your office is 
obsolete and inefficient, if you are paying rent for wasted space, then you must 
see revolutionary free-standing Arnot Partition-ettes, modular furniture and 


Office-ettes. Visit your local Arnot dealer or fill out the above coupon. 


STEEL PRODUCTS CORPORATION 


ARNOT-JAMESTOWN DIVISION 
730 Fifth Avenue, New York 19, N. Y, 


Manufactured in Canada at Port Credit, Ontario 





Pot. Pending tTrade Me 
wader DuP-.-. ro! 
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(Circle 205 for more information) 


6 ways to 
How to provide 
increased illumination 


in special situations 


by Will Fisher, Illuminating Engineer 


General Electric Company 


mmm Caretully controlled 
tests have demonstrated that a general 
lighting system which produces be 
tween 50 to 100 footcandles (units of 
light) is both desirable and economi 
cally feasible. Such a system more than 
pays for itself by the improved level ol 
performance of the employees who 
work in the area. Although good gen 
eral lighting usually 
need for supplementary lighting, sup 


eliminates the 


plementary lighting may be needed as 
a temporary relief measure, pending in- 
stallation of new, properly planned 
general lighting. There are also some 
severe visual office tasks which may re 
quire illumination of several hundred 
footcandles. In these cases, good sup- 
plementary lighting offers an important 
practical solution. 

The supplementary lighting source 
should always be positioned to illu- 
minate the specific task without shad- 
ows and to minimize the possibility of 
direct or reflected glare annoying the 
worker or others nearby. It can ema- 
nate from portable lighting units using 
incandescent lamps of the proper watt 
age in diffusing bowls, or fluorescent 
tubes properly shielded, but it should 
always be applied onto a base of good 
general illumination, without intro- 
ducing severe visual contrast with the 
rest of the room. Six examples of spe 
cialized supplementary lighting are 
shown on the opposite page. m/m 
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1. ART DEPARTMENT 


supplementary lighting 


. INDEX ROOM 


1 A luminous panel provides a marked improve- 
ment in visibility for such tasks as drawing on 
stencils, proofreading, and correcting them. The 
top part of the panel is made of a highly diffus- 
ing plastic material and the inside surfaces are 
painted white. Fluorescent lamps are ideal as the 
light sources as they will operate cooler than 
incandescent lamps, Unused portions of the panel 
are covered with an opaque material so that 
glare will not disturb the operator. 


2 Good supplementary lighting is used for a 
large index in which thousands of items are cata- 
logued. A 15-watt fluorescent lamp is enclosed 
in the reflector mounted over the index. Because 
of the raised position of the book pages, there 
are no disturbing reflections from the surface of 
the pages into the eyes of the operator, even 
though they are covered with a clear, glossy 
plastic material to keep them clean. The out- 
side part of the lighting unit is finished in a light 
pastel color to avoid a contrast in brightness. 








3. CALCULATING MACHINE 


4. EXECUTIVE OFFICE 








Although most office machines are operated 
with the touch system, on a calculating machine 
it is necessary to read figures accurately on a 
small dial. Here, a 6-watt fluorescent tube, 5 
of an inch in diameter, is mounted inside the 
machine case to produce supplemental light, and 
thus provide better visibility when the operator 
is reading the dial. The lamp ballast is located 
inside the machine case, while the light switch 
projects through. 


4 Two units over the desk, each with three de- 
luxe cool white circline fluorescent lamps of 8", 
12", and 16" diameters, provide general lighting. 
In order to balance brightness throughout the 
room, improve the feeling of spaciousness and 
appearance, supplemental lighting from indirect 
ceiling suspended units and wall valances are 
used. The two inverted reflectors each contain 
an 8" and 12" circline fluorescent to direct light 
to the ceiling. The valance around the perimeter 
of the room contains two rows of fluorescent lamps 
—one to light the upper walls and ceiling, the 
other to light the lower walls and draperies. 








5. EXECUTIVE OFFICE 
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INDIVIDUAL DESK 


5 A completely luminous fluorescent ceiling pro- 
vides a modern appearance and both general and 
supplementary lighting. The lamps are placed 
closer together above the louvered section imme- 
diately over the desk so that 100 footcandles of 
illumination can be produced on the desk top. 
The lamps are operated on two circuits so that 
uniform illumination of about 40 footcandles can 
be provided throughout the whole room when it 
is used for interviews or conferences. The circuit 
controlling the lamps over the desk can be turned 
on from a desk switch when close visual work is 
being done. The shelves behind the desk are 
lighted by slimline fluorescent lamps in reflectors. 


6 A movable desk lamp using an incandescent 
bulb and a metal shade provides extra indirect 
lighting for desk working areas. Generally, office 
lighting is set around 50 footcandles. Lighting 
requirements for each work station depend on the 
amount of detail work to be performed, and the 
age and eyesight condition of the worker. 
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| Vy with the 

iber Glass 
Base 







The fiber glass base on a Sturgis 

chair smiles at life’s knocks. No 
amount of office abuse will dent or 
disfigure it. Never needs maintenance— 
just a wipe with a cloth and clear 
polish. Gray, green, walnut or black, on 
11 executive and stenographic models. 


Engineered for Long Life and Minimum Maintenance 


Nylon Thrust Bearing: takes a lifetime of 
swiveling. 

Ball Burnished Spindle Bearing: perfect fit for 
long life. 

Superior Casters: oversize ball bearings, extra 
wide rubber wheels. 


STURLON® Finish On Metal Parts: 10 to 20 times 
as abrasion-resistant as other finishes. 





POSTURE CHAIRS 


Manufactured in Sturgis, Mich. and Charleston, S. C. 
The Sturgis Posture Chair Company, Sturgis, Michigan 


THE STURGIS POSTURE CHAIR COMPANY 
General Sales Offices, 154 E. Erie St., Chicago 11, Illinois 


We'd like a copy of your illustrated 
folder on chairs with fiber glass bases.(7) 


Name aie 





ee oe ae a a oe 


Address -iaeecaeeeaimanainat ecules 
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Ste DECIBELS 


office is easily 


accomplished the day 


you install 


SOUNDEX PARTITIONS 


. . . both sides soak up sound like 


blotters soak up ink. 


ad 





WRITE FOR 
FREE CATALOG TODAY. 


~ 2 Vee ee 
SRL lie 





142 FEDERAL SQ. BLDG., GRAND RAPIDS, MICH 
(Circle 283 for more information) 





Noise control in the 





| New..1956 


| OFFICE 
GUIDE 


Just off the press! 292 
pages of ideas and equip- 
ment to ease and shorten 
office work. 


| FREE to Purchasing and 
Office Executives. Request 
on business letterhead. 


“Built like a 

Skyscraper” 

Largest Exclusive 
Maker of Office Fur- 
niture and Filing 
Equipment in the 
World. 


| SHAW-WALKER 


FACTORIES AND HOME OFFICE 
MUSKEGON 34, MICH. 











(Circle 294 for mbre Information) 
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What to do about 


Oe probably 


conservative—is that up-coming shop- 
ping centers under construction, o1 
blue-printed, will add some 200 million 
square feet of new sales space to the 
U.S. retail structure. In California 
alone, ten million square feet of shop- 
ping center sales floor will be com- 
pleted by the end of next year. And 
the range on the coast would span 
everything from 
West Covina, Hillsdale (San Francis- 
co), and Broadway-Anaheim, all of 


super-projects like 


which will feature major department 
stores, to many modest-size centers like 
Country Fair in South Whittier which 
will embrace only nine acres. 

Apparently this is the year when 
shopping centers come of age, and 
take their place in the basic retail pat- 
tern of the country. Hence, this might 
be as good a time as any to answer the 
ten most frequent shopping center 
questions asked by those in food, drug, 
variety, and department stores across 
the country. 


“How ‘permanent’ is this ‘retail 
1. trend’ to suburben centers?" 


Let’s hasten to disabuse ourselves of 
the notion that this is a “retail” trend. 
The centrifugal movement from city 
core to perimeter, and beyond, is one 
of the major sociological phenomena 
of our time. 

Remember that in our parents’ and 
grandparents’ generations, migrations 





Reprinted from the June 15, 1955 issue 
of the Retail Edition of Grey Matter, pub 
lished by the Grey Advertising Agency, 
Inc., New York. 





The retail trend to the 


Answers to the ten most frequently asked questions 


generally ran from country toward the 
city core. Families sought the close-in 
security of urban city blocks. Houses 
on trolley car lines commanded the 
best prices. 

Now the movement is precisely 17 
reverse — from city toward suburbs, 
and from settled suburbs to suburbs 
of suburbs. The dispersal outward is 
so compellingly deep seated that it 
would hardly surprise us to learn that 
it has been caused by some subtle dis- 
turbance of the earth’s polar forces. 

Stores no less than people are caught 
up in this inexorable outward tide. 
And if shopping centers didn’t exist, 
they would now have to be invented. 
So long as people insist on shopping 
within 10 to 20 minutes’ travel time of 
their homes, shopping centers will be 
as fixed a suburban landmark as 
schools, filling stations, expressways. 


“Aren't we simply siphoning off 
P from our main store when we 
branch into the suburbs?" 


Not necessarily. Downtown stores 
always shared their trade with neigh- 
borhood store clusters. The Loop 
stores in Chicago always had to share 
business with the 63rd and Halsted 
stores as well as the hundreds of store 
clusters stretching out all over the city. 
Buffalo’s Main Street stores have had 
to share their business with the mer 
chants in the East Side Broadway sec- 
tor. Detroit’s three main arteries- 
Gratiot, Grand River, and Woodward 
have been lined with store clusters— 
and we mean sizable chains like Sears, 
Federal, Kresge, Neisner, all interpos 


ing major shopping points before cus 
tomers reached downtown. Outlying 
competition to downtown stores is not 
new. It is just that the shopping cen 
ter 72s much more clearly defined than 
the clusters of neighborhood stores. 


"If we sign a lease in one Center, 
what protection do we have 
against a second competing Cen- 
ter opening nearby?" 


None. But what protection do you 
have downtown? What protection did 
Lerner’s 34th Street Manhattan have 
against Ohrbach’s acquiring a site a 
few doors up the street? 
centers are desirable retail locations, 


Shopping 


not unique franchises. Every retailer— 
Main Street or suburban—must con- 
duct an operation that will stand up 
against competition—actual or conjec 
tural. If yours is the kind of business 
that must be fenced against competi- 
tion, then the shopping center is not 
for you. But neither is Main Street. 
Anyway, the bogey of competing cen- 
ters has been overdrawn. Take Pa- 
ramus, New Jersey: Macy’s and Allied 
Stores Corp. are building two super- 
regional centers less than one mile 
apart. Both developers plan not mere 
“branch” units, but major department 
stores. (Allied’s Stern Brothers unit 
will be about 75% as big as the parent 
store on 42nd Street.) Both companies 
manage to compete with each other in 
Manhattan. Why not in Paramus? As 
a matter of fact, it will be far more 
convenient for a shopper to get from 
one shopping center to the next than 
it is for the Manhattanite to get from 
Macy’s to Stern’s. 


methods 


suburbs 


about shopping centers 


. . « but isn't our store in a 

4. shopping center at the mercy of 

the drawing power of our co- 
tenants?" 

Only to an extent. But in center 
after center it has been demonstrated 
that an outstanding store can and does 
pull its own weight. There are some 
centers in which the super-market does 
a most profitable job, while the depart- 
ment store branch (which was sup- 
posed to be the key traffic magnet) sits 
idly in the doldrums. There are cen- 
ters housing three variety store chains 
in which only one does a superlative 
job, while the other two just manage 
to squeak along. There are, of course, 
innumerable instances where single 
isolated stores, without the benefit of 
a combined operation, succeed in pull- 
ing all the traffic they can handle. 
Case: Korvette, sitting all by its lone- 
some on an isolated stretch of highway 
near Westbury (Long Island), pulls so 
much traffic during evening hours as 
to tie up the nearby Grand Central 
Parkway. Grant’s store at University 
Plaza in Buffalo, by dint of sound 
storekeeping, pulls traffic at a pace 
head and shoulders above its rank-and- 
file co-tenants. 


. . . isn't there the danger of 
* being trapped into a jerry-built 
get-rich-quick speculation?" 


Sure. But chains and department 
stores have made bad, unprofitable 
leases on Main Street, too. ‘Today’s 
shopping center investment is, for the 
most part, soundly propped. In most 
cases, prudent financial institutions are 
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MOSLER SMASHES THE BOTTLENECK 
IN VOLUME CARD-FILING OPERATIONS! 





New Mosler ROTO-FILE first mecha- 
nized unit in the world to allow 
instant access to over 80,000 records 
by many clerks, simultaneously! Saves 
time. Money. Makes complex card- 
filing operations run smoother! 


NOW, YOU CAN avoid the mistake of 
a costly changeover to mechanized 
card-filing equipment which limits your 
operation to a “‘one-clerk’’ efficiency level! 


There is no special cost (other than 
the equipment itself) to a changeover 
with Roto-File. It uses your present 
cards—standard, or off-standard in 
size. No expensive transposition job 
required. Cards are not attached, 


either. One, or a hundred-and-one may 
be removed at any time! 


Roto-File is electrically operated . . . 
has independently revolving drums 
that round up from 40,000 to over 
80,000 active cards. Clerks use Roto- 
File from restful, seated positions at 
convenient workshelf. Cuts fatigue, 
errors, inefficiency. Improves morale. 


IF YOUR active card-filing operation 
is in the 40,000 to 80,000-card bracket, 
write for details about Roto-File, to- 
day. It’s the most practical equipment 
ever built for busy, big-volume card 
filing departments. 








tWU0/UC 








Department MM-9, Roto-File, Revo-File Division 
The Mosler Safe Company, 320 Fifth Ave., New York 1, N. Y. 


Please send me (check one or both): 





If you have 3,000 to 40,000 active cards, write 
P. for details about the famous Reve-File It's a 


* time and money saver for smaller applications. 


© New brochure on Roto-File, the modern { Illustrated folder givi jetails about 
unit for volume card-filing applications, Revo-File, world’s fine. cevolving card 
file. 
COMPANION TO THE FAMOUS REVO-FILE : NAME........-+++- ..+POSITION...... 
FIRM 2c cee cee eees 
Another fine product of . 
. P<: i) SPererrren erent ae eh eee ee ee 
“MoslerSafe“" 
os er e r oy in ewer ee ree rk ee ee ZONE....-2- STATE.....- 


(Circle 243 for more information) 
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at work for you all day... 


All day, you'll find the convenience of 
desk-side filing space paying off. You'll 
have too, certified protection from fire in 
case of emergency. All day, you'll appre- 
ciate the convenience, efficiency and de- 
pendability of the- Victor Fire Drawer. 


DOUBLE-DUTY 
VICTOR FIRE DRAWER 


on guard for you all night... 


All night, your important in-work papers have certified pro- 
tection from fire. In the morning, you'll find them safe and 
in order and ready for work. 

Increasingly popular, the Victor Fire Drawer is certified by 
the Underwriters’ Laboratories D Label and the SMNA One 
Hour Label. It’s available in both Letter and Legal sizes and 
is finished in gray, green, walnut or mahogany. 

Ask your Victor Dealer for a demonstration or write to: 


Boa Victor SAFE & EQUIPMENT 


Mlemingtore. Farell. venice saves 


DIVISION OF SPERRY RAND CORPORATION 


315 FOURTH AVENUE NEW YORK 10 


(Circle 269 for more information) 









EXTRA Seating and Table Space _ 
at a Moment’s Notice | 


The new Clarin Tablet Arm Chair that folds 
combines table and chair in one. You’ll 

be amazed at how many people you can seat 
comfortably in a small office—and give 

each of them table space as well, 

Thus, you can hold those important group 
meetings in almost any office—and arrange it | 
in a few moments. This space-saving chair 

is quality built—gives years of service 

—folds flat to 3-inch depth for fast, 

safe stacking in a minimum of space. 

Foam rubber cushioning if desired. 


Write for full information: FOLDS FLAT ie 


Clarin Mfg. Co., Dept. 47, 
4640 W. Harrison St. 
Chicago 44, Illinois 














There is a Clarin Steel Folding ‘Chair for your ev need. 
New FREE Catalog of complete i Bger Ga. 2 


ENGINEERED QUALITY MAKES THE BIG DIFFERENCE IN FOLDING 








CH 
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advancing the funds. True, the loans 
are frequently contingent on the de- 
veloper’s obtaining key chain commit- 
ments. But certain basic risk require- 
ments must be met. In many projects, 
the department store owner is the land- 
lord: (Hudson’s in Northland; Allied 
Stores are building ten centers. The 
May Co., Macy’s, the Hecht Co., are 
all shopping center builders.) The fact 
is that for every shopping center that 
has been overbuilt, there are eight to 
ten that have been wnderbuilt. Center 
after center is undergoing expansion 
with additional space for stores and 
parking; in some cases, the additional 
construction has doubled the size of the 


original center. 


5 " , . . but don't we need heavy 
«pedestrian traffic?” 

No. ‘Traffic counts are misleading. 
Downtown foot traffic is heavy. But 
what percent of the sidewalk count 
represents actual shopper traffic for 
your store—l10%? 20%? 50%? In the 
shopping center, just about 100°% of 
the traffic represents shopping custom- 
ers. Moreover, shopping centers are 
less vulnerable to weather slumps. 
Shopping center stores do not suffer 
nearly as much during summer months 
as do downtown stores. Nor are they 
as much affected by rainy days. 


... will the growth of shop- 
1. ping centers eventually kill off 
downtown?" 

Certainly not in the foreseeable fu- 
ture. The shopping center business 
feeds off new population growth 
which downtown simply cannot accom- 
modate. Downtown stores will continue 
to live on a respectable plateau and 
even thrive as they discard lower to 
middle price ranges in favor of speciali- 
zation in middle to upper price ranges 

. merchandise areas which are not 
well represented in suburban centers. 


" , .. aren't shopping center 
8. operations limited entirely to so- 
called convenience purchases?" 


Not any more. The major centers 
will house department stores geared to 
produce $60 to $70 per square foot. 
That kind of volume doesn’t come 


from needles and thread. Hudson's, 
which occupies nearly a half million 
square feet in its Northland Center, is 
a complete store in every respect save 
for a cut-off of top-range luxury lines. 
Gertz, in mid-Island, the May units on 
the coast, will all be self-sustained 
“complete” stores. J. J. Newberry, 
variety chain, will have some of its 
largest units (70,000 square feet) in 
shopping centers. Of J. C. Penney 
Co.’s 30 new stores, 21 (many super-size) 
will be located in suburban centers. 


.. + Should we insist on exclu- 
9 sive lease for our type of busi- 
ness?" 

Depends. Is the trading area large 
enough to feed two supers, or two drug 
stores, or two department stores? West- 
chester’s Cross County Center has two 
department stores. Buffalo’s Thruway 
Plaza has three variety stores. When 
you come down to it, same rules apply 
as on Main Street. There are some 
towns which obviously would not be 
able to house more than one major 
drug chain unit. There are some city 
blocks that can comfortably house four 
major variety chain units. Similar 
sober analysis of shopping center sites 
is the basis for decision. 


" . «+ what is the one factor 
10. that most shopping center ten- 
ants overlook?" 

The parking pattern. All things 
being equal, the competitive edge will 
go to the center having superior park- 
ing facilities. Nine out of ten shopping 
center deficiencies are traced to poorly 
planned parking facilities. A quick 
check list: Ratios of 4 feet of parking 
area for every foot of sales space is 
minimum. 5 to | is more desirable. Is 
there reserve land for additional park- 
ing area if—as has happened—the 
center gets a larger-than-anticipated 
traffic draw? Does the lease state that 
any additional store construction will 
maintain the same parking ratio as in 
the original center? Is the parking 
area in front of the stores? Is it lighted? 
It is well marked and catwalked? Is 
there a plan for maintenance and snow 
removal? Distance from the farthest 
car stall to your store should be within 
500 foot mark. m/m 
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Check the embezzler—beforehand 











by Louis H. Pilié, at Fe Barton, Pilié, Jones & Wermuth, New Orleans, Louisiana 


es [t's quite possible that 
an embezzler is at work in your office right 
now. You may discover it later — long 
after you can hope to retrieve your loss. 
You may never find out. Either way, it is 
a fact that 
simply because they neglect to develop the 
proper “checks and balances.” 
ous area is within your firm’s purchasing 


most firms are vulnerable 


A danger- 


function. 

Take the case of a small but successful 
manufacturing plant in the South. 
Through the dishonest efforts of a book- 
keeper, this company suffered a loss of 
$118,000 in a short l-year period. This is 
how he operated: as a part of his book- 
keeping duties, he made bank deposits, 
drew checks, entered cash records, and 
balanced them with the bank account. He 
forged the name of the company treas- 
urer to checks made out to a fictitious sup- 
plier. During these operations, he merely 
slipped in his bogus checks and included 
them in the records. 

Since there was no permanent record 
of receiving operations for auditing pur- 
poses, he also forged formal purchase 
orders which counter-balanced the bank- 
cleared, duly endorsed checks. He then 
had a confederate prepare and mail ap- 
proved invoices from the fictitious sup- 
plier. This completed the phony file and 
put the embezzler’s operations almost be- 
yond detection. Eventually the thief was 
caught, and his apprehension led to these 
reforms in the accounting procedures: 

1. A requirement that more than one per- 
son sign all company checks. ‘The book- 
keeper had found his operations facili- 
tated by having just one signature to forge. 
2. The responsibility for bank deposits, 
records, and cash records was divided 
thief had 
items and 


among several people. ‘The 


sole responsibility for these 


consequently could do the manipulating 
in absolute safety. 

3. The installation of permanent receiving 
department records. The thief never had 
to fear the discovery of any discrepancy 
between his own records and accounts of 
materials actually received. 

4. The establishment of an authorized list 
of vendors who met certain ethical business 
standards. ‘The thief had taken advan- 
tage of the absence of such a list to set up 
a fictitious company. Routine investigation 
of vendors would have exposed him al- 
most immediately or discouraged his plans. 

Another case based on weaknesses of an 
accounting system proved less costly. A 
buyer for a medium-sized department store 
in a southern city authorized the purchase 
of 3,000 dozen pairs of socks which had 
been designed mainly for use by mountain 
climbers. He made this purchase, it was 
subsequently learned, after accepting a 
bribe from the vendor. Investigations re- 
vealed that the store had not sold as many 
socks, of all types, sizes and descriptions, 
within the previous two-year period, as 
was contained in this one order! Reforms 
in accounting procedures which followed 
the exposure of the buyer included: 

1. Establishment of routines calling for 
minimum-maximum inventory control re- 
quirements. 

2. An up-to-date method for contreliing 
excess stock. 

3. Periodic statistical and financial state- 
ments. 

These cases illustrate the “hard way” 
of getting the proper accounting controls 
on purchasing operations. The _ best 
method to insure safety from embezzle- 
ment and careless purchasing is to analyze 
present methods, install the necessary 
“checks and balances” where needed, and 
keep a “sharp eye” to routine reports. m/m 
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Record Keeping 
Papers 
and Index Cards 









“Make your records and 
keep your records easily” 


SAYS KING COTTON 


The paper used in keeping records in your 
business is the least expensive part of the 
job. Yet having the right paper can mate- 
rially increase accuracy and 
clerical costs. The 24-page free booklet illus- 
trated above may help you these ways: 


a. 


Sending for this free booklet now may save 
your organization hundreds of hours of cler- 
ical time. Simply complete the coupon — no 
cost or obligation. 








save hours of 


Decide how long your records and doc- 
uments should be kept. 


Set up a records control system. 
Find out what grade or quality of 
paper is required for the use you give 


it. 


Buy record-keeping paper and card 
stock most economically. 


Use “color control” to increase accu- 
racy in keeping your records. 





PARSONS MECHANO FORM 


Ledger and Index-Bristol — 
Made with NEW Cotton Fibers 


One of America’s most widely-used 
record-keeping papers, Mechano 
Form Ledger, is made in white and 
six colors, 13 sizes and four weights. 
Mechano Form Index-Bristol is in 
white and seven colors, five sizes and 
four weights. The colors in paper and 
card match for “color control” —a 
| big time-saver for various types or 
classes of records or copies. In eco- 
nomical Mechano Form you can get 
paper or card as tough or stiff as you 
need it, and thitiod’ 

size without waste. It’s made to 
match the needs of both machine and 
hand bookkeeping. Mechano Form 
will not “dog-ear” at corners, dis- 
color or rou 
ink will not “run” on its fibers, Ask 
your printer or paper merchant, 


ly any shape or 


en from erasure, and 








PARSONS PAPER 


COMPANY 


More than 100 Years at Holyoke, Massachusetts 


© PPc 1955 


PS Sl SS SS SHS SSSSCSSlSSS SSS SS SSS SS SSSSS S888 88 8888888 88888282828 


Parsons PAPER CoMpany, Dept. 35, Ho_yoxe, Mass. 


Please mail me, without cost or obligation, your booklet, “How to Get 
What You Need in Record Keeping Papers and Index Cards.” 


Name ; haps ; ee 


Organization 
or Company 


Siwwel.. ;...;.+<:.sccsassdsconanccncstantnaesysedinaneidvbevaianameabaidesenaies 


City 
or Town 


eaten w+ State 
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Put Post-Office 
Efficiency 

in YOUR 

MAIL HANDLING 


...at low cost! 


method 


= ; 
Fe the a 


es Ai) automatic system 
utilizing a message conveyor and elec 
tronic telephone recording devices, has 
speeded the request answering service 
of Credit Exchange, Inc. of New York. 
The conveyor transports request forms 
from a telephone operator to a file 
searcher and back again. The record- 


tie-ups, by recording calls of more than 
seven individual requests. 

Credit Exchange, Inc. provides 4,000 
apparel manufacturers with up-to-date 
credit information from its active file 
on 300,000 potential customers. The 
volume of daily telephone requests, all 
of which are answered in a matter of 





Conveyor and telephone 


recorder=office automation 


Credit service reduces processing time on customer inquiries 


the busy summer buying months. The 
300,000 retailers in the files are cate- 
gorized according to geographical loca- 
tion. For example, all the retailers in 
the states from Alabama to Florida are 
set up alphabetically in index cabinets 
at one work station. Each card con- 





tains the basic information to provide 


ing device eliminates costly long-call minutes, ranges from 2,800 to 5,000 in a clerk with a “yes” or “‘no” answer to 


Send for free illustrated catalog. 


For a surprisingly low cost you can 
get the same high-efficiency mail han- 
dling equipment that’s used by the 
majority of post offices . . . CORBIN 
Mail Handling Equipment. CORBIN 
assures you efficiency and economy 
right down the line. First; buying 
direct saves handling costs. Second; 
fine wood construction gives you gen- 
erations of use —free from rusting, 
scaling, or pitting. Third; CORBIN de- 
sign, based on years of experience in 
mail handling problems, eliminates all 
waste motion. .. saves you time. 
It will pay you to get complete de- 
tails on all the advantages of CORBIN 
Mail Handling Equipment. Mail cou- 
pon for free illustrated catalog. | 





CREDIT EXCHANGE, Inc. 


Corbin Wood Products Division, Dept. ME 
The American Hardware Corporation 
Hornell, New York 


CREDIT EXCHANGE, Inc. \ \ : 
Office automation at Credit Exchange, Inc. is 
achieved by three simple steps. Step |: Telephone 
operators place credit rating forms (shown left) 
with names and addresses of prospects on the 
automatic conveyor. Step 2: They are carried 
to the file searchers (rear of photo) who note 
the requested information thereon. Step 3: The 
conveyor brings the completed form back to the 
telephone operators who then read back the 
information to the client. 


ef Corbin Mail Handling Equipment and 
other Corbin Wood Products. 


Name, 


| 
| 
| 
Please send me your free illustrated catalog | 
| 
| 
| 
Address | 
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the question, “Is this customer a good 
credit risk.”” There are 4 such stations. 

When a client calls and asks for a 
rating on a potential customer, the 
operator fills out a triplicate form of 
the request. It is placed on the con- 
veyor, where it is automatically trans- 
ported to the appropriate “check-out” 
clerk. The clerk checks the file, notes 
the answer on the request form, and 
sends it on the conveyor back to the 
operator. The operator then reads the 
information to the client. The whole 
process takes less than sixty seconds 
from the time the call comes in. 

After the call is completed, one copy 
of the triplicate form is sent to the 
client as a verification, another is for- 
warded to the Bookkeeping Depart- 
ment for billing, and the last is sent to 
the Credit Department for a notation of 
the additional purchase by the buyer. 

Designed specifically for Credit Ex- 
change, Inc., the conveyor is 40 feet 
long and contains 15 different channels 
which move at a speed of 6 feet per 
second. The seven peripheral channels 
run from the visible index cabinets 
which house the files to the seven work 
stations of the telephone operators. 
Next to each desk is a rubber stop 
insert in the conveyor which automat- 
ically halts all cards when they reach a 
position next to the operator. 

Four of the middle channels, which 
travel from the operators to the files, 
are color-coded and represent the four 
sections of the file (e.g. brown repre- 
sents Alabama to Florida). One chan- 
nel is reserved especially for transmit- 
ting credit slips to the automatic tele- 
phone answering department. Another 
goes to the Textile Department located 
at the end of the conveyor beyond the 
files. A third channel runs toward the 
opposite end of the conveyor to the 
Credit Department and furnishes di- 
rect reports to that department. The 
last channel is a spare. 

The automatic answering device 
provides a method of recording tele- 
phone conversations on reusable plastic 
discs. Five special telephone lines are 
used for this service, leaving the regu- 
lar trunk lines and operators free to 
handle the small requests which are 
much more numerous. 

When a client asks for the automatic 


service, his call is transferred to one of 
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ASE CONVERTIBLE 
OFFICE DESKS 


Better Built for Better Business 








Your offices assume an added air of distinction when equipped with 
modern ASE office furniture. ASE desks enable you to plan for tomor- 
row today. They offer you distinctive appearance, most efficient work 
organization and maximum flexibility. Every ASE desk may be arranged 
to suit the work-needs of the user .. . now and in the future. Tops can 
be changed as required .. . drawers can be rearranged as desired... 


convenient accessories may be added. 
If you are planning the purchase of new or replacement 
office furniture it will pay you to see your ASE Dealer 


today. His stock is complete... his pre-planning service 


can be extremely valuable. 







































: 


Write for catalog and complete information 


(Circle 202 for more information) 
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prepare masters for spirit and 
other fluid-type duplicators 


by XEROGRAPHY 


Xerography revolutionizes the whole 
field of spirit and other fluid-type 
duplicating with its speed and econ- 
omy! Now, masters can be made in 
minutes. Before, it often took hours. 

It’s easy for an office girl to pre- 
pare these types of masters—-with 
photographic accuracy. Multiple 
copies of a letter (including letter- 
head and signature), engineering 
drawing, report, parts list, magazine 
article, newspaper clipping, or any 
other type of document can be run 
off quickly and economically on a 
duplicator. 

It is not necessary to retype or re- 
draw an original document. With 
the versatile new XeroX® Flo-Set* 
Unit and XeroX copying equip- 
ment, anything written, printed, 


typed or drawn can be copied onto 
a master exactly as it appears in the 
original. Documents up to 17”x 22” 
can be reduced to 814."x 11”. 

Xerography is a clean, fast, dry, 
electrostatic copying process. Elimi- 
nates drawing, tracing or typing on- 
to masters...no proofreading or 
correcting. 

Versatile xerography can also be 
used for preparing offset paper mas- 
ters, translucent masters for diazo 
type machines. In addition, up to 8 
copies of a document can be made 
from one xerographic exposure, in- 
cluding an offset paper master or 
translucent master. 

Let us show you how versatile 
xerography can save time and cut 
your duplicating costs. 


WRITE for details of this new dimension in speeding paperwork. 


THE HALOID COMPANY 
55-9X HALOID STREET, ROCHESTER 3, NEW YORK 
BRANCH OFFICES IN PRINCIPAL U.S. CITIES AND TORONTO 





(ZE-ROG-RA-FEE) 


°a TRADEMARK OF THE HALOID COMPANY 





cheapest, most versatile way to make masters for duplicating 
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Operator on the automatic telephone answering system transcribes multiple-inquiry records onto 
regular information forms. Three units in background record telephone calls. 


these special lines. ‘he operator starts 
the magnetic recorder and hooks in the 
phone line to the machine. While the 
client is talking, a special light on the 
recorder flashes. When he is finished, 
the light automatically goes off. The 
operator then stops the recorder, re- 
moves the disc and replaces it with a 
fresh one. 

In order to process the requests, the 
operator then places the disc on a 
regular transcribing machine and 
copies the names of client’s customers 
on regular request forms. Because the 
transcriber plays back at controlled 
variable speeds, there is no restriction 
placed on the client’s dictation speed. 
After the normal research and nota- 
tion, the operator calls back the client 
and reads back the results. 

Before the installation of the con- 
veyor and recording system, all calls 
were handled by six operators sitting 
at an order table. As each request was 
written out, it was placed on a shelf in 
the center of the table. Each of the 
six positions on this shelf represented 
a geographical area. Six “check-out” 
clerks, three on each side of the table, 
then picked up the requests, walked to 
the appropriate files placed along the 
perimeter of the room, noted the neces- 
sary information, and then walked 
back to the table and handed the slip 
to the operator. The average time re- 
quired to perform this operation 
ranged from .575 to .678 minutes. The 
conveyor has reduced the time to one 
request every 12 seconds or .20 minutes 
per request. 

Time and motion studies of the old 
system showed that the “check-out” 
clerks walked an average of four miles 
per day. This was fatiguing and 
necessitated a half-day exchange of 


duties between the operators and the 
“check-out” clerks. This switching re- 
duced efficiency because some of the 
personnel were better at one job than 
the other. Although no studies of the 
conveyor system have yet been made, 
its designer, Bernard Friedelson, as- 
sistant to the president, reports that 
the fatigue factor caused by walking 
has been reduced substantially. 

Before the installation of the record- 
ing system, delays in answering calls 
were commonplace. Clients with a 
large number of requests often found 
their conversation interrupted because 
the operator at Credit Exchange had to 
answer other phone calls. Transcribing 
100-200 requests, researching each one, 
and then reading back the answers to 
the client, often took more than an 
hour of the operator’s time. If several 
long calls came in at the same time, a 
crisis was formed in the department. 
The remaining operators found the 
work load too much, and as the end re- 
sult, clients were unable to get im- 
mediate service. 

With the new conveyor-recorder sys- 
tem, the client merely indicates the time 
he wants his call returned. The operator 
can then process his requests leisurely 
and thoroughly, and return the call as 
directed. The automatic order-taking 
device and transcribing system has 
eliminated all delays in the handling 
of the calls. 

Another advantage of the conveyor 
system is that it permits members of 
the other departments to make direct 
inquiries of the files without ever en- 
tering the file room. The conveyor 
stretches outside the phone and index 
departments into the Credit and ‘Tex- 
tile Departments, making its use di- 
rectly available. m/m 
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/ GALCULAGRAPH 


AJ FIGURES 
ELAPSED TIME 
ACCURATELY 











PRINTS DATE 
STARTING TIME 
FINISHING TIME 
TOTAL ELAPSED 





Keep production costs in 
line with automatically 
computed, precision 
Calculagraph job time 
records. Just stamp card 
at beginning and ending 
of the operation. Calcula- 
graph prints date, starting and 
finishing time plus precision calculated elapsed 
time. One Calculagraph can record and compute 
job time data for one entire shop or department by 
handling any number of cards in any sequence. 
Accurate, printed Calculagraph records can be filed 
for future use in estimating on new orders and 
checking production efficiency. Calculagraphs are 
low in cost, practically maintenance-free and built 
for a lifetime of dependable service. 


Agents in Principal Cities; Ask for a Demonstration— 
Call or Write Dept. 310 


CALCULAGRAPH COMPANY 


SUSSEX STREET, HARRISON, NEW JERSEY 





Send complete data on Calculagraph to: 


Te —___—_— 
ve ee a 
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Gee A privately financed institution now 
provides medium and long term export financing 
on a world-wide basis. The American Overseas 
Finance Corporation, itself financed by the Chase- 
Manhattan Bank, extends credit for exports of cap- 
ital goods of United States origin. Formerly, ex- 
porters were largely restricted to the financing of 
the government-operated Export-Import Bank. 
Under the terms offered by A.O.F.C., the foreign 
importer is required to make a down payment in 
cash of not less than 20% of the invoice value of 
the goods. He issues a note for the remaining 80% 
to the exporter, who then sells it to the A.O.F.C. for: 


a. Cash payment of up to 75% of the face value of the 
importer's obligation (or 60% of the invoice value) AND, 


b. A participation certificate for the remaining 25% of the 
obligation (or 20% of the invoice value). This represents 
the exporter's share of the credit risk. 

Normally, credit will be extended for periods of up 
to five years. In some instances, where certain 
transactions require longer credit terms, the A.O.F.C. 
will extend this time. 
ing expense, all transactions of under $10,000 will 


In order to minimize operat- 


be ineligible for credit. Each transaction is nego- 
tiated separately, and the rate of interest covering 
the transaction will depend on the particular cir- 
cumstances of the case. Credit is available for both 
specific, non-recurring transactions, and for the es- 
tablishment of credit lines to finance successive sales 
by an exporter to the same particular importer. 

The exporter’s participation certificate, covering 
20% of the invoice value of the goods, entitles him 
to collect up to that percentage of the importer’s ob- 
ligation after the A.O.F.C. has been repaid in full. 

Credit will be furnished primarily on capital 
goods which clearly tend to improve and develop 
the productive capacity of the importing country. 
In countries where dollar exchange is scarce, and 
its allocation is subject to government control, the 
degree to which the goods financed affect the im- 
porting country’s balance for payment position will 
also be considered. 

Equipment in such fields as transportation, heavy 
construction, mining and well-drilling, power gen- 
eration and distribution, communications, agricul- 
ture, and manufacturing are among the products 
eligible for financing. 


For more information, circle number 375 on the 


Reader Service Card. 
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SENDS HANDWRITTEN MESSAGES 
INSTANTLY, ACCURATELY 


TELAUTOGRAPH 


TELESCRIBER SYSTEM 


Delivers messages, sketches, business data... 
on plain paper or Instan-Forms* designed for 
your business data...to one or more stations 
you select—within the company or many 
miles apart. 


Cost Averages under $1 a day per station! 


Electronic Longhand, the result of 65 
years’ experience in communications, saves 
thousands of dollars yearly for companies 
such as Ford, B. F. Goodrich, Raytheon, Hotel 
Statler, Northrop Aircraft and St. Luke’s 
Hospital (New York). 2500 major concerns 
now use it profitably in practically every type 
of business: 


MANUFACTURING © BANKS AND INSURANCE 
CHEMICAL PROCESSING © FOOD PROCESSING 
HOSPITALS ¢ HOTELS AND RESTAURANTS 

RETAILERS, WHOLESALERS © TRANSPORTATION 





*TM Reg. 
U.S. Pat. Off. 


Send Coupon for Full Details, MAILED to you! 


TELAUTOGRAPH CORPORATION 
2B =1128 Crenshaw Blvd., Los Angeles 19, California 


Please send brochure on TelAutograph’s use in my business: 











Name: Position: 
Street: 

City: State: 
Company: 





Type of Business: 
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See Your Office 
Supply Dealer 





Available in '/," to 
2"' widths; choice 
of 12 plain colors 
or imprinted 
alphabetically, by 
states, months, 
numbers, or to fit 
special needs. 








or Write 
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CHARLES C. SMITH, INC. 
EXETER, NEBRASKA 
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SPIRIT 


DUPLICATORS 


CAN DO SO MUCH 
FOR YOU! 


Electric or 
Manual 
Models 
Available 


Alv 


pression 
tole) 40 3 ais 8S 
E HOW AND WHY Mail Coupon Today! 


THE CORPORATION 
1832 S. Kostner Ave., Chicago 23, Il. 


I Please send free booklet on the Conquerors and complete 
| details. 0 obligation of course 
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NEW PRODUCTS IN THE EDITOR'S MAIL 


New push-button dictating 
machine uses magnetic tape 


A new magnetic tape machine is d 


signed specifically for recording and 
5 , 5 


transcribing. Magnetic tape, as a record 


ing medium, can be used over and over 


again with the quality of recording and 
reproduction remaining constant. 
The dictating machine employs five 


push-buttons which provides simple auto 


matic control of the tape for recording, 
listening, forward and reverse speed wind 
ing, and stopping. Dictation corrections o1 
playback are facilitated by an automatic 
scale indicator which gives accurate posi 
tioning when winding the tape backward 


or forward. The microphone-speaker _ is 





equipped with a start-stop Lutton to con- 
trol the tape during pauses or interrup 
tions while dictating. 

Tone and volume controls produce a 
fidelity of reproduction not possible in 
machines, 


conventional type dictating 


according to the manufacturer. Compact 


in size, the electronic machine is 1114” x 


944” x 414”, and weighs only eleven 
pounds. 
For more information, write to the 


DeJur-Amsco Corporation, 45-01 Northern 
Boulevard, Long Island City, N. Y.; o7 
Reade) 


circle number 391 on the Service 


Card. 


Electrolytic stencil markers 
for all finished metal surfaces 

A new line of cartridge markers em- 
ploy electrolytic action to 
mark 


permanently 


all finished metal surfaces. Said to 


produce marks of very bold or very fine 


line, the markers may be used safely on 
the most precise and delicate parts. Only a 
kiss contact is required between the cai 
tridge stencil and the part, to initiate the 
marking action. No stress, stain, burrs, 01 
deformation is set up in the part being 
marked. 

\pplications include production and in 
spection code numbers, and a variety ol 
and marking uses. 


trademark specialty 








FOR COMFORT, 
bonded foam latex 
padding; 2” on 
seat, 1°’ on back 
and arm rests. 








TON-TESTED! 
Modern testing 
showed these 
chairs still rigid 
under more than a 
ton of pressure. 











“WALL SAVERS” 
Backs of side and 
arm chairs cannot 
touch wall even 
when legs do. 








THEY STACK— 
Side chairs de- 
signed to store 
easily and simplify 
floor-cleaning. 














Marks may be produced on finished sur- 
faces of all ferrous and non-ferrous metals 
and alloys including titanium, carbides, 
and plated surfaces. 

Markers are supplied as complete two- 
piece units, including cartridge nose piece 
containing the stencil, and the electrolyte 
The mark is re- 
produced to customer specifications in a 


reservoir tube. desired 


long-life stencil which is permanently 


sealed to the cartridge nose piece. The 





OF KANSAS CITY... 





PRICED TO PLEASE 
YOUR SENSE OF ECONOMY 





Comfortable seating for yourself and 
your staff, for clients and customers 
in fresh new design concepts 
that are pleasing to the eye 
rigidly constructed for long service, 
and with easily-removable coverings of 
elastic U. S$. NAUGAHYDE; other 
fabrics in many colors available. 
“Wall-saver” side and arm chairs with 
padded or plastic arm rests, and two 
handsome swivel models with arms 
side chairs as low as 31.40, 
swivels as low as 53.00. Ask to 


see them today! 


Osh your Cramer dealer 


OR WRITE DEPT. MM-1 
CRAMER POSTURE CHAIR CO., INC. 
1205 Charlotte, Kansas City, Mo. 


MAKERS OF CRAMER POSTURE CHAIRS 





(Circle 214 for more information) 
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specially treated stencil material is capable 


of many hundreds of marks. 


lor more information, write to The 
Lectroetch Company, 14925 Elderwood 


Avenue, East Cleveland, O.: or circle num 


ber 373 on the Reader Service Card. 


ste 


Foldable, magnetic recording disc 
designed for field dictation 


A new recording disc designed for dicta- 


tion away from the office can be folded 
and mailed in a standard envelope. It is 
usable over and over again, without any 
reprocessing. 

Made of indestructible plastic, it is pre- 
grooved for automatic, perfect reproduc- 
tion. This new disc facilitates correspon- 
dence for men in the field who dictate 
their reports in cars, trains, planes, and 
hotels. Upon completion of the dictation, 
the disc is folded in three and mailed to 
the home office, without any need for 
special envelopes or inserts. 

For more information, write to Mag- 
netic Recording Industries, 11 East 16th 
Street, New York, N. Y.; or circle number 
390 on the Reader Service Card. 


Cs ee 


Sketching template kit 
simplifies drawing instruction 

A new time-saving method of in-plant 
drawing training is scoring large-scale ap- 
plication by many manufacturers, includ- 
ing Douglas Aircraft Company, Northrup 
Aircraft, Inc., Hughes Aircraft Company, 
and AiResearch Manufacturing Company. 

A kit enables personnel to acquire prac- 
tice in laying out quick, three-dimensional 
ideas and shop fabrication sketches. It is 
then put aside once such ability is 
achieved. Training time involves but a 
few hours. No previous drawing experience 
or skill is necessary. The technique is par- 
ticularly beneficial to personnel who need 
to originate and transmit technical in- 
formation and ideas fast and accurately. 

Firms may take advantage of a plan 
where a representative may be sent to be 
trained in a few days as an instructor. 
Thus qualified, he may return to teach 
the method at his plant. 

For more information, write to the 
Technical Service Division of Northrup 
Aeronautical Institute, Hawthorne, Calif., 
or circle number 374 on the Reader Serv- 


ice Card. 
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Put automation in your office 


Only 1 girl and automatic Macey Collator 
free 8 skilled people for regular work 


When paper-gathering jobs come 
along, don’t disrupt office routine. 
Use a Macey Collator. One semi- 
skilled girl using an eight-station 
machine can gather 32,000 sheets 
per hour. That’s at least eight times 
faster than hand gathering (and much 
more accurate). Result: many com- 
panies report their Macey Collator 
paid for itself in less than 6 months. 

Gather almost anything . . . from 
flat onionskin paper to ¥%-inch card- 
board. You can collate stock of vary- 
ing weights and sizes, including 
folded sheets and signatures. Sheet 


sizes range from 3 x 5" to 12 x 17”, 
depending on the model you have. 


Send for booklet describing the 16 
models available (with 4, 8, 12, or 
16 gathering stations). Circle our 
number. Or, ask us for a demonstra- 
tion. Only when you see this hypnotic 
machine in action will its full benefits 
be apparent. The Macey 
Collator is manufac- 
tured by the Macey Co., 
a wholly-owned subsid- 
iary of Harris-Seybold 
Company, 4510 East 
71st St., Cleveland 5, O. 


...macey colletor 


CECLIE MACEY COLLATORS 


Is 
Py a4 =10) @?) Harris Presses « Seybold Cutters + Harris Litho-Chemica 


| COMPANY | Special Products » Cottrell Presses + Platemaking Equipment 


Macey Collators 


(Circle 276 for more information) 
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..» for fine olphobeticol 
sorting of items pre- 
paratory to posting 
and filing occounts 
receivable and 
eccounts poyable, 
mail sorting, filing 
remittances 
or receipts, etc. 








“NUMERICALLY 


. use Vert-A-Sort to 
- sort checks quickly in 
~ numericol order, 
speed sorting of 
invoices, bills of 
(lading, for — 
| terminal digit 
"sorting, etc. 
5 
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co. 
THE CHICAGO AVE. 


8012 S. 
CHICAGO 17. ILLINOIS 
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3 D PLANOMATIC 

the Modern Office 
Planning 

Method 





Experienced planners 
appreciate the many 
possibilities in office lay- 
outs, Planomatic 3 D magnetized scale models 
are a valuable aid in determining space re- 
quirements and selling the "One Best Plan’ 
to others. 


PLANOMATIC SAVES MANAGEMENT TIME 


With Planomatic conference time is productive 
time, giving the participants the satisfaction 
of a quick meeting of minds. 


Every detail of proposed changes can be 
worked out on the spot. No long delays for 
drawings, requiring a rehash of discussions 
brought out in previous meetings. 


When you plan a change—PLAN IT with 
PLANOMATIC. 


M & M INDUSTRIES 


P. O. Box 91 South Milwaukee, Wis. 
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Paper Work Management 





Combination billing-production order 


me Phe addition of new 
products, increases in sales volume, 
personnel, 
opening of branch offices and ware- 
houses, and many other factors con- 
tribute to the ever present need for 
periodic review of established forms 
and the study of proposals for new 
forms to keep the “tools” current with 
“policy.” Continuous growth since its 
establishment in 1914 has brought the 
Ever Ready Label Corporation of 
Belleville, New Jersey, to its present 
level of producing 15,000,000 labels 


production, services and 


speeds service, improves 


daily of many types for every need. 
Sixty thousand testify to 
their ability to produce. The paper 
work required to process these orders, 
with a new order every two minutes, 
tests their service and “know-how.” 

It was decided to review the existing 
procedures and forms with the follow- 
ing objectives: 

1—Reduce clerical costs. 

2—Reduce transcription costs and 

errors. 

53—Secure better controls. 

4—Improve customer service. 


customers 


The survey, passing through the vari- 
ous stages of fact finding, forms design, 
and mechanical construction, brought 
to light many opportunities for stream- 
lining their operations and reducing 
their costs. Their new Billing Produc- 
tion Order form (Figure 1) represents 
a practical, effective combination of 
many forms. It combines, in one typing, 
the data which formerly was prepared 
in four separate writings, including an 
addressing operation to head up all 
the individual forms with the custom- 


THE MULTI-COPY FORM BELOW REPLACED VARIOUS SPECIALIZED FORMS LIKE THESE p> 







































































The first six pages of the nine- Pe ne ee See ae 9 = Oo eee Rn Tacit 
page form include the invoice pic- | (sia 
tured below, all office copies, four  Fesns - 
labels for shipment, and a packing | | 
“ - — — —_ ss —_ ] FOREMAN 
slip. The seventh copy is used by SERVICE PLANNII ant | — sno Sl —_ ii eI: 
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copy, the last sheet in the nine- 
page form. This form (extreme 
right) provides space to note time 
. e 
and cost for every factory job. 
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cuts cost, 


control 


How to keep forms 
current with company 
requirements and policy 


er’s name and address. This nine-part 
form sets up complete control of the 
order from the time it is received to 
final billing. 


Many advantages and controls 

All orders are now entered in the 
Planning Department within 24 hours 
of the time they are received. Orders re- 
ceived in the morning are in the Plan- 
ning Department the same day as a re- 
sult of the reduced operations. Pre- 
viously, there had been a time lag of as 
much as four days. 

All orders are acknowledged to the 
customer within 24 hours with a carbon 
copy in complete detail. Previously, a 
handwritten form was mailed within 
a few days showing only the quantity, 
price, and approximate delivery date. 

The new method assures that every- 
thing shipped is eventually billed. The 
invoice copies are suspense filed, with 
carbons ready for final entries, pending 
return of the Factory Order showing 
quantity and date shipped. 

A Packing Slip and four labels are 
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this white elephant is made of paper! 


Are you feeding one in your office? Most offices are! 
He’s that mass of ever-accumulating records that bulks 
up files, eats up space, and gobbles up big hunks of 
profit! 


If you have any doubt about this beast stalking your 
office — try these three simple tests: 


Test #1 — Do you have an organized policy covering 
systematic retention, transfer or destruction of all papers 
and documents? If not, you must be feeding this ele- 
phant! Tremendous savings are possible. Assuming 
you have 50 files, annual savings of $3850* will result 
from the 35% of the records to be destroyed... 100 
files double this amount, and so on. And savings from 
“destruction” are only a drop in the bucket! 


Test #2—How long does it take to find or file a 
paper in your organization? It should not take longer 
than 1 minute. If it does, your company probably 
needs a Records Analysis. 


Test #3 — When you ask for a file by swbject instead 
of by name do you get all the records pertaining to that 
subject — and are they in order for best use? A subject 
file is the backbone of a record-keeping operation — 


the source of vital facts for management decisions. 
Untold dollars ride on those decisions! 


Why delay? Get the latest information on actual dollar 
savings possible through modern records management 
methods. Get rid of the white elephant in your organi- 
zation. Start today by checking the coupon for this 
valuable free literature. 


Memingtor. Ftand 


DIVISION OF SPERRY RAND 





Room 1928, 315 Fourth Avenue, New York 10 


Kindly send I'terature checked: ! 
*(] BSD32 — ‘‘Get These Annual Dollar Savings From Your Files’ ! 
i () X1200A — ‘A Basic Plan For Record Retention & Destruction” I 
i () LBV396 — ‘‘How to Simplify Your Files And Filing Systems”’ | 
| (J X1615 — ‘“‘Your Records — How To Cut Their Cost’ i 
C) LBV676 — ‘‘Kompakt Catalog’’ 
I () BSD5B — ‘‘Complete Microfilming Service’’ ! 
Name Title nisnnanistaneanmnadses 
Compa 
I . | 
j Address | 
4 
j City Zone State H 
=! 
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PREVEN 
RECO 





- ONCE A MONTH 


_ PROGRESSIVE signols, always visible, 
- show the inspection schedule on a 
monthly basis. Various colors designate 
type of work to be done. When work is 
_. tompleted and entered on record card, 
be pela ytegrag pps ealiamee 





E MAINTENANCE 


SYSTEMS 








ONCE A WEEK pis 
-LOCK-IN CHAIN signals... 4 windows 








each a different color, reveal the week 
within the month when inspection. is 
to be made. With both month and week 
signalled, you avoid missing semi- 
_., monthly inspections or those requiring 
more frequent attention, 


More and more, increased production 
depends on effective maintenance. The 
secret of successful Preventive Main- 
tenance is accurate scheduling and 
rigid adherence to the schedule. 


Acme Visible record equipment, with 
Acme hinged pockets and the two cards 
on one hanger feature, is ideal for fol- 
low-up control. Each machine and 
motor is listed on an individual card 
placed in the back of pocket—in facing 
pocket a “‘History of Repairs’’ record 
is placed, with signals always visible, to 
indicate the next inspection or lubrica- 
tion date. “‘Spare Parts in Stock’”’ record 
card is hung on the same hanger as pock- 
et carrying ‘‘History of Repairs” card. 





RECORDS. INC. 


CROZET. VIRGINIA 





w We are interested in Acme Visible equipment for 


ACME VISIBLE RECORDS, INC. crozet, Virginia 


« Send us more information and literature on Preventive Maintenance. 


records. 





KIND OF RECORC 





] Have representative call. Date Time 


Attention. 





J 
Company 
! Address. 





DISTRICT OFFICES | 
AND REPRESENTATIVES ! City 
‘ 


Zone State. 





IN PRINCIPAL CITIES 1 


(Circle 295 for more information) 
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secured as a by-product of the original 
typing. This reduces clerical work and 
shipments are promptly dispate hed 
with the Packing Slip and labels in 
readiness. All labels are as accurately 
addressed as the invoice. 

In the space at the top of the Service 
Planning and Factory Order copies, the 
Planner shows the required schedule 
dates to the various production sta- 
tions. These, in turn, report comple- 
tion dates for each operation to the 
Service Planner, thus providing a cur- 
rent process record for approximately 
3,500 open orders at all times. 

The complete cost picture for every 
order is available as the elapsed time 
for each operation is posted to the re- 
verse side of the Factory Order copy. 

The Sales Analysis copy serves two 
purposes: It is the basis of computing 
commissions, and it is the source docu- 
ment for preparing sales reports. From 
the Sales Mission copy, the addressing 
plates are always kept up-to-date for 
Sales Promotion mailings, etc. 

By using the format of the new form 


on Telephone and Salesman’s Orders, 
_all information appears in the same 


sequence from form to form. This in- 
creases the speed and accuracy of the 


order entry. 
Additional advantages from form 


Also, invoices are used with window 


| envelopes, eliminating addressing time 


and cost and possible wrong enclosure. 
Time studies have shown that this saves 
approximately $5.00 per thousand 
forms. The form has been designed to 
eliminate non-productive typing oper- 


ations, through spacing and location of 


areas. Copy control is handled by vary- 
ing page and carbon lengths. Thus, 
each department gets only the specific 
data it needs. 

Changing needs create 
which, if not reviewed periodically, 
may inflate clerical costs until a crisis 
is presented. In this instance, the Ever 
Ready Label Corporation released the 
full time of three operators for other 
work. At the same time, their orders are 
processed more accurately, in less time 
and with additional controls required 
to conduct their ever mounting volume 


situations 


of business. 
For more information, circle number 


387 on the Reader Service Card. 
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now... 
erase errors 
magnetically 


as you DICTATE 


with the new 
Comptometer’ magnetic 
dictation machine 


Here is the greatest improvement 
in dictation’s 68 year history! Dic- 
tate as easy as talking. Make an 
error—re-word a phrase? It’s no 
problem. Simply backspace and re- 
dictate the new or correct thought. 
It is recorded as the old erases it- 
self, magnetically. You’ll hand 
your secretary perfect dictation 
she will transcribe faster and better. 
Only magnetic dictation gives you 


this new freedom and simplicity. 


YOU ARE INVITED TO TRY THIS YEARS-AHEAD COMPTOMETER 
IN A FREE OFFICE TRIAL OR DEMONSTRATION 


























RE-USABLE BELTS 
NEVER WEAR OUT 


Comptometer’s Erase-O- 
Matic belts, made from 
miracle Mylar*, can be re- 
used thousands of times—a 
tremendous economy fea- 
ture. They are renewed 
magnetically, in just three 
seconds, without removing 
from machine. 


HI-FI VOICE 
REPRODUCTION 


Comptometer’s magnetic 
dictation means high fidel- 
ity —true, authentic repro- 
duction of your voice, 
making it easier to under- 
stand for faster, more per- 
fect transcription. 


*DU PONT’S TRADEMARK 
FOR ITS POLYESTER FILM 








DICTATION'S GREATEST TRIUMPH! 





- 


a a 


The 








1887 


The first dictation 
machine with 
fragile wax cylin- 
ders that had to 
be re-surfaced. 


1939 


The first record 
type dictation. 
Disadvantage: 
costly, breakable, 
only one use. 


1948 


First flexible 
plastic belt. A 
definite advance, 
but still costly, 
one use, 


out, can 








TODAY 


amazing 
Comptometer 
Erase-O-Matic 
belt. Never wears 


indefinitely, er- 
rors can be erased 
magnetically. 


be used 


mF. 














MAIL 
COUPON 
TODAY 


NAME 
COMPANY 
ADDRESS 


CITY 


Comptometer Dictation Division 

Felt & Tarrant Mfg. Co. 

1712 Marshfield St., Chicago 22, Illinois 
Gentlemen: Without any cost or obligation 
please arrange: 

[] FREE DEMONSTRATION 

[(_] FREE 10 DAY TRIAL 





(_] Send complete information 


TITLE 


COUNTY STATE 





Combination 
Dictation-Transcription 
Machine 


The new Comptometer 
Dictation-Transcription Machine, 
the world famous Comptometer 
Adding-Calculating Machine, and 

the new Comptograph 10-key 
Calculating-Adding Machine 
are products of Felt & Tarrant 
Mfg. Co., Chicago 22, Ill. 





220 for more 


information) 


(Circle 
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MANAGEMENT MAGAZINES, INC. 
141 E. 44th St., New York 17, N. Y. 


DFAN R A STEVENSON 























|; UNIV OF MICH SCH OF * 
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The day we threw away 
the hand cleaner 


It was the day we switched to the new Azograph process to 
make our copies of bulletins, forms and many other things. 
I can write, type, draw and rule the masters—make corrections 
and changes—and there is no smudge, no smear, no stain. The 
copies look good and the boss gets them in less time, for less cost. 








i For information clip the *Information Request to your 
letterhead and mail to A. B. Dick Company, 5700 Touhy 
#i Avenue, Chicago 31, Illinois. 

4 





AB DICK 


ny THE FIRST NAME IN DUPHHICATING 


*Information 





Request 


See Text 
MM-95 







A. B. DICK & and AZOGRAPH are registered trademarks of A. B. Dick Company 








(Circle 216 for more information) 


